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Early american in late Saint Louis 



St Louis Wick Furniture Company is a high class 
specialty furniture outlet. Early American, to be specific. 

Wick had tried all forms of advertising before, but not. 
with much success. 

Then a KSD Radio salesman suggested Wick buy part 
sponsorship of Howard DeMere's "Mem'ries Til Mid- 
night." A program of quiet, shimmering music for the 
late, late hours. 

Heard by the younger set— driving around late at night. 
Thinking about marriage, furniture and that sort of 
thing. 



Heard by the older set at home relaxing from the fast 
pace of the day. Thinking about adding furniture. 

Wick said OK. For 4 weeks we II try it. That was last 
March. Wick still sponsors the program. And it's still the 
only broadcast advertising Wick does. 

St. Louis advertisers sell St. Louis on 

KSD 55 

The Si. Louis Pmi~lihpnteh Station 
( 'harter X BC Affiliate / ftepresenied nationally!/;/ the Katz A gency, I nc. 





We'll get a million of 'em! 



Over 186,000 radio listeners responded to our $100,000 Lucky Calendar Sweep- 
stakes during January alone. And every month they'll participate in a similar contest. 
By the end of '63 we'll get a million — but most important to you is the response you'll 
get on ... the prize winning station m m. m a. ■ ■• a P 

WPEN radio 95 



PHILADEL PHIA 

Represented by AM Radio Sales Company 
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YOU CAN WIN 
ABET 

BY KNOWING THIS FACT! 
You Can Win a Billion- 
Dollar Market Too! 



SIOUX FALLS 

IS NOW AMERICA'S 

OOMARKET 

j among all 181 CBS-TV affiliates 
■in terms of actual size of audience delivered.' 



j ItAAA ». j 



X 



KELO-LAND TV, now the 33rd highest rani 
inq outlet in tv homes delivered by the 
CBS network, elevates Sioux Falls to the top 
tier of major markets. It does this by means 
of three strategically placed transmitters 
operating as one station. Your message on 
KELO-tv springs out beyond natural "line of 
sight." It races at split-second speed through- 
out Sioux Falls' 103-County Market. Only 
KELO-LAND TV is geored to the full dis- 
tribution flow of th'.s mighty morket. Only 
KELO-LAND TV delivers it to you— com- 
pletely, efficiently, intact! 

"ARB March '62—6:30 p.m. to 10 p.m. 
Sun. thru Sat. Avg. Quarter-Hour. 
AND ADD THIS NEW SALES MANAGEMENT 
DATA (FEB. 1. 1963) TO YOUR SIOUX FALLS/ 
KELO-LAND FILE . . . 

# Total retail sales— $1,050,925,000. 
• Food — $211,839,000. 
• Drugs— $34,258,000. 



CBS • ABC 




LANP 



KEL0-tv SIOUX FALLS; and interconnected 
KDLO-tv and KPL0-tv 



|OE FLOYD, Pres. 
Evans Nord, Executive Vice 

Pres. t> Cen. Mgr. 
Larry Bentson, Vice-Pres. 



Represented nationally by H-R 
In Minneapolis by Wayne Evans 
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In Detroit... 



WWJ NEWS is all 



■ ess? 




WWJ Newsman Dick Westerkamp 

interviews U. S. Immigration officer. 





Ven Marshall covers salvage of 
British motorship "Montrose". 



i a 



> 36,Fran Harris chats 
j with popular cir- 
— pus performer 
^i/isiting Detroit. 



=.38 



Britton Temby interviews one of 
the city's leading businessmen. 



Mil' 



Don Perrie, hot after a story, 
climbs into WWJ Newsmobile. 




Dwayne Riley investigates 
recent medical advances. 



> 55 
56 

'»rs P- 



William Fyffe 

reports status 
of U. S. Air 
Defense team. 




j | No schedule-shackles. No 
across, WWJ News does. 



Kirk Knight 

is at scene 
of a major 
Detroit fire. 



clock-straitjackets. Whatever it takes to get the story and get it 
Result — spontaneous, accurate news coverage from the word GO! 



<-■{ 

l 

Sit 



f. b 



WWJ 



THE 

NEWS 

STATION 



AM and F M 

RADIO 



Owned and Operated by The Detroit News • National Representatives: Peters, Griffin, Woodward, Inc. 
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VALUE 



leading stations 
already scheduling 
3C/E3 feature films 

WNBC-TV 

New York 

WFIL-TV 

Philadelphia 

WGN-TV 

Chicago 

mvj 

Miami 

V/TEV 

New Bedford Providen : 

KSD-TV 

St LOU!S 

KENS-TV 

San Antonio 

KOMO-TV 

Seattle 

KATU 

Portland. Ore 

KM 

Ft. Worth. Dallas 

WLUK-TV 
Green Bay 

KONA-TV 

Honolulu 

WMBF-TV 

Rock Island 

KTVK 

Phoenix 

WITI-TV 

Milwaukee 

WKBW-TV 
8utfalo 

KOTV 

Tulsa 

KCRA-TV 

Sacramento 

WHEN-TV 
Syracuse 





TELEVISION 

Check availabilities 

with your MGM 
Television salesman 

NEW YORK • CHICAGO 
CULVER CITY • TORONTO 



IN ENTERTAINMENT 



du outstanding 
post '48 features from 
Metro - Goldwyn -Wayej 

Ambush 
Angels In The Outfield 
Any Number Can Play 
Beau Brummell 
The Big Hangover 

Big Jack 
Blackboard Jungle 
Black Hand 
The Cobweb 
Or earn Wife 
East Side, West Side 
Fiend Without A Face 
First Man Into Space 
Go For Broke 
The Great Sinner 
Green Fire 
The Haunted Strangler 
Accuse 
II Cry Tomorrow 
t's Always fair Weather 
Latin Lovers 

Malaya 
Pat And Mike 

Saadia 
Silk Stockings 
Somebody Up There Likes Me 



Man and the Monster 



significant happenings in 
A publisher's view of 
broadcast advertising 



". . . We created the god of program ratings. 

"Now we are preparing to completely automate Mount Olym- 
pus and make a god out of a computer.'' 

Robert Enoch, who made this statement, is president of 
WXLW, Indianapolis, a founder of the RAH, and an astute 
participant on the broadcast scene for more than 30 years. His 
fears mirror those of hundreds of other broadcasters who note 
beginning of the "computer age" and wonder what to make of it. 

Media men at advertising agencies view the frantic efforts to 
bring the big train into focus with mixed emotions. For every 
media department employee who welcomes the advent of the 
computer there are 50 who wonder who will feed it, what it will 
be fed, and how it will affect their jobs. 

So a little straight talk about computers is in order. 

First, as expressed by Mel Goldberg, research head of NAB, 
careless use of the computer may result in GIGC). This means 
"Garbage In, Garbage Out" and emphasizes the importance of 
feeding the monster valid data. 

But from the evidence to date (see lead stories in sponsor 
28 January S: 4 February) the computer age will bring new 
emphasis on qualitative rather than quantitative information. 
We've been satiated with easy to compute cost-per-1 ,000 and the 
like. Now enters the depth data and, from the broadcast side, 
the new breed of analytical media salesman, the "sales execu- 
tive" described by Jack Duflield of RK.O General Broadcasting 
in the 4 February sponsor (page 67) . 

As we see it, which station in the market gets the national 
spot nod in the computer age will depend on two sets of infor- 
mation: (1) the needs of the client and statistical evaluation of 
the station as registered by the computer, (2) a whole set of 
human equation factors that no machine can measure. Point 
two will allow the timebuyer and media director to evaluate for 
himself audience receptivity, staff know how, public service rec- 
ord, good station practices, viewer and listener loyalty, prestige, 
area reach and the like. These flesh-and-blood equations are 
part of the stock-in-trade of media specialists and frequently will 
decide choice of station in the computer age. 

Man is master of the monster. 




NEXT WEEK IN SPONSOR 

"Are Piggybacks Necessary?"-Some advertisers say they are, 
others disagree. Next week SPONSOR reports on where the 
piggyback commercial is going on tv, and why it has become 
a popular device. 




W 




OLD FAITHFUL: Even man's best 
friend gets to know us pretty well, 
because the family he lives with 
spends a lot of time tuned in. Metro 
share in prime time is 91^, and 
homes delivered top those of any sta- 
tion sharing the other 9' v r. ARB, 
iS'ov.-Dec, 1962) Your big buy for 
.North Florida, 
South Georgia, and 
Southeast Alabama is 



(6) 



WCTV 



TALLAHASSEE 
THOMASVILLE 



BLAIR TELEVISION ASSOCIATES 

S'ational Representative} 
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^555/ FIFTH 



READERS CALLED FORTUNATE 

I have j ust finished reading \oui 
story on video tape in die January 
'JStli issue. I lliink ii is extremely 
well done. 

Voni readers are fortunate in 
being able lo get such a clear, ac- 
curaie and dioiougli picture of die 
giowdi and ctu ten! capabilities of 
die tape medium. 

1 1 is no small task lo assemble 
this kind of balanced, informative 
and comprehensive story. In beliall 
of my company and die entire vid- 
eo lape industry, I want lo ex- 
press my warmest congratulations. 
JOHN B. LANIGAN, Videotape Productions of 
New York. 



FURTHER INFORMATION 

I lie ankle "CHS Measmes Media 
KUcci iveness" in die L!8 jamiary 
issue ol sponsor is inieresi ing — as 
far as it goes. 

llowevei, it does seem tome dial 
your readers would like to have a 
bit more real information. 

As staled, two man lied samples 
were selected, one was interviewed 
beloie exposure to die ads and the 
oilier alicrwarcls. From these in- 
terviews, it was found that televi- 
sion is much more ellcctive per dol- 
lar than adveitising in the four 



largc-c in illation magazines listed. 

The piodmi advertisements ap- 
peared in these four magazines and 
the piodmt commercials were 
broadcast on dilleretn night lime 
television programs on all three 
networks. 

lint your article does not explain 
how it was determined wheihei the 
"I'eople Influenced per Dollar" 
were inllneticed by the magazine 
ads or the tv commercials. 

CHS always does an excellent 
research job so 1 am coiilidein that 
the "'net-net-net" figures are cor- 
rect. Hut 1 would like to know just 
how (he conclusions were reached. 
I have an iden that tjuite a lew 
others of your leaders would be in- 
terested in this information, too. 
CHESTER MacCRACKEN, director of radio and 
television, Remington Advertising, Springfield, 
Mass. 

• Two separate matched samples were 
used, one for magazines, one jot televi- 
sion, htfiurme of rath medium whs de- 
termined by the separate samples, for 
tlie full details, eopies ol the study are 
available jiom CHS TV. 



'EXTREMELY COMPREHENSIVE' 

Our congratulations on an ex- 
tremely comprehensive look at the 
television tape recording industry. 



'viiinniiniiiiiiH 
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"4-WEEK CALENDAR 



FEBRUARY 

Assn. ol National Advertisers clinic on 
lie-in promotions with other manu- 
facturers: Savoy Milton Hotel, New 
Yoik, 14. 

Mutual Advertising Agency Network 

meeting: Royal Orleans Hotel, New 
Orleans, It 10. 

Midwest Advertising Executives Assn. 

semi-annual meeting: ['resident Ho- 
ld, Kansas Cily, Mo., 19-20. 

International Radio & Television Society 

round table luncheon: Holel Roose- 
velt, New York, 22. Discussion of 
"Auiciica's Voices Abroad"; pinduf- 
I roil workshop: Hotel Koosevell, 
V Y., 27. 

Broadcast Pioneers ihird annual mike 



award banquet: Americana Hotel, 
New York, N. V., 2">. 

National Assn. of Broadcasters annual 
conference of the slate association 
presidents: Slioreh.ini Motel. 20-27. 

American Assn. of Advertising Agencies 

southwestern council meet ing: Shera- 
ton Dallas Hotel, Dallas, 28-Marrli 1; 
Michigan council meeting, Rackham 
Memorial Building Detroit, Hi. 

American Women in Radio and Televi- 
sion, New York Cily chapter, "Projec- 
tion '03" panel discussions, McCaiui- 
F.rieksun conference room, New York, 
!> March and 0 April. 

California Broadcasters Assn., annual 
meeting, Mark Hopkins Motel, San 
Francisco, 7 March. 



..■lUUMHfiMiiuiuiifiwniiniiiuurtiuinnHnrfTiiirniTTiriTniiiiifTnriTiirtt mi 



II" II!IIIIIIII!IIIIIIIIII!IIIIIIIIIIIIII!IIIIIIIIIIIIIIIUIIII1III ! Ill'inilllimil mm Hlltirilllll Mil llll III , 



Your fair appraisal of the tape 
technique is bound to cause many 
people to re-assess their opinions 
on the relative values of tape and 
film. Again, our congratulations 
on yoni article and your line pub- 
lication. 

JAMES E. WITTE, general manager, Tele Tape 
Productions. 

SPEAKING OF COVERAGE 

It is with a great deal of personal 
pleasure that we enclose a check 
for onr initial subscription to 
sponsor. How many does this 
make? During the past eighteen 
years or so, since Norman Knight 
first brought me into the business 
in Morgan town, West Va., 1 have 
never worked for or with an organ- 
ization that did not subscribe to 

SPONSOR. 

HOWARO "JEFF" FORBES, president, Sight 
Sound Motion Productions, St. Petersburg, 
Fla. 

KUOO TO AGENCY 

Thank you for printing the picture 
and story (see 21 January, page 01) 
ol KHAT's outdoor sign in Dallas. 

I would like to give recognition 
and thanks where it's clue. The un- 
usual and effective design ol die 
sign is the work ol KHAT's very 
line advertising agency, Waghoi ne, 
Sthwerkc, and Associates of San An- 
ionic). It was work like this that 
brought the agency the fust place 
award for creativity in national 
competition sponsored by die Jun- 
ior Outdoor Poster Asociation. 
CHESTER MAXWELL, sales manager, KBAT, Dal- 
las, Tex. 

SPECIAL HANDLING 

Many thanks . . . for the line way 
yon handled the article ("The 10 
Best Agency-Nel Xegolialtm") in 
the 17 December sponsor. 
HERMINIO TRAVIESAS, v.p. and manager, tv/ 
radio department, BBDO, New York. 



"KINO TREATMENT" 

Thank you very much for the kind 
treatment which you accorded 
Daniel & Charles in your recent 
item ("Ten I lot Wrung Agencies to 
Keep an Eye On," 14 January) on 
the "creative" agencies. 
JOSEPH H. MINTZLER, Daniel & Charles. New 
York. 
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FIRST IN) 
PRIME 
illMEl 

MON.-SUN., 
METRO AND 
TOTAL HOMES 

\ 1:30/^1^ 



FIRST IN 
DAYTIME 



NOV./62 

NIELSEN, 
6 AM - 5 PM, 
MON.-FRI. 
METRO, 
AND TOTAL 
HOMES. 



FIRST 
WTH 



DELIVERS 
5-8% MORE 
ADULTS 
THAN 
2nd STA. 

NOV./62 
ARB, 

li M -MID- 
NIGHT 
(MON. J 



!aga-tv^^^//^ 




Fmetro 

SHARES* 



WAG A -TV 


STATION "B" 


STATION "C" 


40 


40 


19 



* DECEMBER 1962, NIELSEN 



® l % kanta 



Represented by Store 



wagatv 

^levilionSaies. 1«- 



LOS ANGELES 1 

KGBS 


PHILADELPHIA CLEVELAND NEW YORK 

U'IBG IVJIV H'HN 


TOLEDO 

irspi) 


DETROIT 

ll'JBK 


STORER 

BRQADCMIXG COMPANY 

1 


MIAMI 

H'GBS 


MILWAUKEE 1 CLEVELAND ATLANTA 

U'lTl-TV If J 0-.fi' ll'AGA-Tf 


TOLEDO 

irspp-rr 


DETROIT 

H'JBK-Tf 
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Everyone makes iuu<.h about the tenth anniversary . . . it's a real tizzy when the twenty-fifth is 
reached . . . and they commission bards to pen immortal ballads for the fiftieth anniversary. So, why 
all the fuss about WTIC Radio being thirty-eight years old which it is, by the way, on February 10. 
Maybe it's because this is the last year we'll have a chance to claim that we're younger than Jack 
Benny ... or perhaps it's because we'd like to remind you that you can still rely on WTIC for top 
radio advertising this year, just as you have in the past thirty-eight. Incidentally, we're not showing 
any signs of age. Perhaps it's because we're too excited about the future to dwell too long on the 
past. 

If you want proof of WTIC Radio's vigor and clear leadership, ask your Henry I. Christal man to 
show you a copy of the latest Politz survey of our rich, rich Southern New England area. 

(^WTIC AM/FM 

^-JA-/ Broadcast House 

3 Constitution Plaza 
Hartford 15, Connecticut 

WTIC AM/FM is represented by the Henry I. Christal Company 



10 



SPONSOR/ll February 1963 m. 



SPONSOR-WEEK 



Top of the news 

in tv/radio advertising 

11 February 1963 




AFA NAMES COOPER PRESIDENT 

While in Washington for the annual AFA/AAW Mid-Winter 
Conference last week, the AFA elected Mark F. Cooper 10 the 
presidency, which has been unfilled since last September. For the 
past five years public relations director of the General Telephone 
Co. of the Southwest, San Angelo, Tex., Cooper was selected from 
a field of more than 40 qualified candidates by a 10-man AFA 
Committee. He has had wide experience in advertising, public 
relations, and in state and national legislative matters. He will 
soon move to New York with his family to take up the new post. 



LATE NEWS SHOWS GAIN MOST DURING NEWSPAPER BLACKOUT 

Available data on television viewing during the New York newspaper strike 
indicates late news shows are the big gainers. Two weeks prior to the strike, 
an average of 47.1% of New York homes were using television in the 1 1 to 
11:30 p.m. time period, according to A. C. Nielsen. Two strike weeks in De- 
cember and January show homes using television at 50.6% in the 11 to 1 1:30 
p.m. period. The same strike weeks a year ago found 48.9% of the homes 
using television from 11 to 11:30 p.m. No clear-cut gains are shown in the 6 
to 7 p.m. time period. Meanwhile, the Bureau of Advertising of the ANPA 
has released figures which it says document a steady decline in retail sales in 
New York since the start of the strike. In comparison with Federal Reserve 
tabulations of department store sales in the total U. S., the New York City av- 
erage was 4 percentage points lower during the five weeks preceding the 
strike; 5.5 points lower during the two weeks preceding Christmas; and 10.2 
points during the five weeks following Christmas. In the wake of these and 
various reports of the efTect of the newspaper blackout, RAB commissioned 
Richard Manville Research to study buying habits of adult women during 
late January in Cleveland and New York. The report indicates that 81% of 
women in Cleveland said they were spending as much or more in January 1963 
as during January 1962. RAB administrative v. p. Miles David commented that 
"the radio industry does not seek to make this abnormal period a test. But 
claims made for newspaper 'indispensability' in a manner derogatory to other 
media made it necessary that we provide a balanced analysis." 

OIL ASSN. BUYS FIRST AIR TIME IN 40 YEARS 

The Pennsylvania Grade Crude Oil Assn. has begun 39-week co-sponsorship 
of ABC Radio's News and Comments by Alex Dreier through its agency, 
Meldrum & Fewsmith, Inc. Until now, the 40-year-old association billings 
had been in magazines exclusively. The drive-time program (Monday-Fri- 
day, 6:30-6:40 p.m. EST) is co-sponsored by the Miller Brewing Co. 
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Top of the news 

in tv/radio advertising 

(continued) 



BENDIX MARKETS NEW CLOSED CIRCUIT TV SYSTEM 

A new closed circuit television system lor industrial and institutional use is 
being marketed by die Bendix Corp. Known as die BX-7, die sy&iciu was 
first developed for military and space operations. It automatically adjusts to 
light conditions varying from brilliant sunlight to virtually total darkness 
without loss ol picture, says Bendix. Applications include close scrutiny ol 
the manufacturing processes in production of paper, synthetic yarn, steel, 
and chemicals, as well as night surveillance of industrial property. Other 
uses, anticipated by Bendix, are underwater search, study of x-ray and oper- 
ating procedures in hospitals, and in sclnxds and colleges. 

HUNT'S PAINTS MOVES FROM FRC&H TO Y&R 

Fuller Paint Division of Hunt Foods and Industries. Inc. (150 stores and 
170(1 dealers in western states), has transferred its account from Fletcher 
Richards. Calkins fv llohlen. San Francisco, to Young R: Rubicaiu, Los An- 
geles, elfective 30 April. YJfcR has been the Hunt agency since UMii. Reason 
lor shift: Fuller staff has moved to corporate ollices in Fullerton, Calif., en- 
abling accounts to be handled through a single agency olftcc, which the firm 
prefers. 

ANA COURSE TO SHARPEN MANAGEMENT SKILLS 

First course in the Association of National Advertisers new Advanced Adver- 
tising Management series will beheld 1 0-1 5 March at the Westchester Coun- 
try Club, Rye, X. Y. AN* A members will bone up on subjects which include: 
the creative function, planning, media strategy, organization and agency rela- 
tions, budgeting, etc. Faculty is made up of outstanding leaders and practi- 
tioners in advertising, marketing, and related fields. 

ED GREY RESIGNS SUDDENLY FROM TED BATES 

Edward A. Grey, senior vice-president in charge of media operations at 'Fed 
Bates for the past nine years and one of the best known figures in his field, 
resigned suddenly last Friday. The break was reputed stemming from a 
schism that has been reported developing in top management authority. 
Grey plans to put in some southern fishing before making his next connec- 
tion. 

SPONSOR-WEEK continues on page 14 



'SPONSOR-WEEK 



SPONSOR/11 FEBRUARY 



RCA's most popular AM transmitter 



rhis 1 KW AM Transmitter is one of the finest RCA has 
iver offered. More have been installed than any other type 
RCA 1 KW Transmitter— because it ideally meets require- 
ments of local stations. 

For the listeners, the best sound and the loudest sound. 
For the owners, highest assurance of fine performance, with 
1 long list of operating advantages: Accessibility full front 
md rear for easy maintenance . . . low operating costs with 
ew tube types , . . unrestricted remote control without need 



for building heat, thanks to reliable silicon rectifiers and 
temperature controlled crystals. . .simplified operation and 
single tuning procedures, with all operating controls mounted 
on the front panel. 

If you want the finest 1 KW, you'll want to know more 
about the BTA-1 R 1 . Call your RCA Broadcast Representa- 
tive. Whatever your broadcast requirements, you'll find him 
exceedingly helpful. Or write to RCA Broadcast and Tele- 
vision Equipment, Building 15-5, Camden, N.J. 




The Most Trusted Name in Radio 



SPONSOR-WEEK j S^-m 

\ (continued) 



COX TO ADDRESS OKLAHOMA BROADCASTERS IN MARCH 

FCC Broadcast Bureau chief Kenneth Cox, whose appointment as commis- 
sioner is awaiting confirmation by the Senate, goes to Oklahoma next month 
to address a two-day seminar of the state broadcasters association there. In 
addition to making a major address, Cox will conduct two sessions: "Intro- 
duction to FCC Rules and Regulations" and "Program Logging." Others 
who will address the meeting, 9 and 10 March, are Vincent Wasilcwski, chief 
legal counsel, NAB, and Clee Stillwater, attorney for the Oklahoma Broad- 
casters \ssn. 



GO EASY ON CONTROLS: BELL & HOWELL PREXY 

Praising the performance of "Madison Avenue" and its contribution to our 
national economy. Peter G. Peterson, Bell & Howell Co. president, last week 
told the Tub Vimual AFA AAW Mid-Winter Conference in Washington, 
"... I am not suggesting that the government does not have a right and a duty 
to inhibit the 'hard-core' falsehood, the base misrepresentation, the hit-and- 
run lie perpetrated by the fly-by-night company. But, beyond this obvious 
exercise of authority against fraud, we must tread very gingerly indeed." 



NBC TV SEES SHARP AUDIENCE UPSWING IN NEWS, ACTUALITY SPECIALS 

Using the Nielsen fourth quarter reports for the two years, NBC notes that 
news and actuality specials in 1962 picked up a good deal of audience mo- 
mentum over those in 1961. The average fourth-quarter 1961 tv news spe- 
cial on the network delivered 8.8 million total homes, 6 million homes per 
minute and a 23% share of audience. This compares with 10.9 million total 
homes, 7.7 million homes per minute and a 29% share of audience in the 
1962 fourth quarter. 



NAB NOMINATES 33 FOR RADIO BOARD OF DIRECTORS 

Ballots have gone out to all NAB radio members in the election of 13 new 
broadcasters to sit on the association's board of directors. Of the 29 mem- 
bers of the board, terms of 13 of them expire 3 April, the concluding day of 
NAB's 41st annual convention in Chicago. Ballots must be returned to NAB 
headquarters by 28 February. Election results will be announced 1 March. 

SPONSOR-WEEK continues on page 42 
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In a class by itself... 

People . . . Programs . . . Points? 

When faced with a choice of mass or class, select 
the station in Cleveland and Northern Ohio that pro- 
vides both people and points. 

Most recent Hooper and Pulse total shares* show 
that WJW Radio with "The Finest . . . Friendliest 
Sound Around" has attracted Cleveland's largest 
adult audience. 

Represented by The Katz Agency, Inc. 



This large, adult affluent audience is attracted to WJW 
Radio because of balanced BEAUTIFUL MUSIC. .TOTAL 
INFORMATION NEWS... and established PROGRAM 
PERSONALITIES. 

Everyday WJW RADIO prestige programs and person- 
alities produce top 40 type ratings and sales results 
for both national and local advertisers, 1962 gross 
billing: 53.5 local, 46.5 national. 

James P. Storer 

General Manager 

*Hooper December-January 7 AM- 6 PM — 14.6 coverage 
Pulse August-September 6 AM - 6 PM — 12.S coverage 

1961 



LOS ANGELES 


PHILADELPHIA 


CLEVELAND 


MIAMI 


TOLEDO 


DETROIT 


STORER 


K.GBS 


SVJSG , 


li'Jir 1 


| IVGBS 


IfSPD 


IVJBK 


NEW YORK 


MILWAUKEE 


CLEVELAND 


ATLANTA 


TOLEDO 


DETROIT 


BRQADCASTIXG COMPANY 




WITLTV 


WSW-TV 


WAGA-TV 


irSPD-Tf 


WJBK-TV 

v.- 
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SUNNY'S 
REALLY 
COOKING 





HOT 1 . 




More advertisers are 
spending more dollars 
on WSUN . . . 
than at any time in 
our 35 year history 



ONE CF THE NATION'S 
GREAT STATIONS 



WSUN 

5 KW 620 KC 
Broadcasting 24 hours daily! 
TAMPA— ST. PETERSBURG 

Get all the facts from 

Natl. Rep: VENARD, TORBET & McCONNELL 

S. E. Rep: JAMES S. AYERS 



-DATA DIGEST 



Basic facts and figures 
on television and radio 



Homes tv at high level 

Level of homes using television through ail parts of the day 
continues to hold at a high plane. The charts below, pro- 
vided by A. C Nielsen Co., show increases in per cent of 
homes using television in all day parts except in the morn- 
ing, where the decline was but one per cent. 



TREND OF HOMES USING TELEVISION- ALL EVENING -7- II PM 

OCTOBER 



HOMES USING TV 



1961 
54.0 



1962 
55.2 



ET2 ( CH NEW YORK TIME; PTZ LOCAL TIME 

In the evening hours, television viewing showed a rise of two per cent 
in October 1962 over the same month a year earlier. 

TREND OF HOMES USING TELEVISION- MOH.-fRI. 9AM-6M 

OCTOBER 



9AM 12 NN 
1961 1962 



12 NN - 3PM 



3PM -6PM 



226 



232 



♦3* 



HOMES USING TV% 13.9 1 3.7 



226 



24.1 



'77 



CTZ*CTZ NEW VOBK TIME t PTZ LOCAL TIME 



In the daytime, the one per cent decline in the pre-noon hours was 
offset by gains of three per cent in the early afternoon hours and a 
gain of seven per cent in the late afternoon. 
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*MY CLIENT'S GOT A RIGHT TO JUSTICE EVEN THO' I'D RATHER PUHCH HIM IN THE NOSE 9 



ABRAHAM IINCOIN JONES A f fORNt Y A T I AW 




STARRING JAMES WHITMORE 

AS ABRAHAM LINCOLN JONES, ATTORNEY-AT-LAW 

CO STARRING JANET DE GORE AND CONLAN CARTER 



re is superior television drama, the generously humorous, some- 
les explosive stories of an impulsive, forceful lawyer dedicated to the 
nopal that the law is the foundation of our freedom. His concern is 
ire for justice than for a lucrative corporate law practice, 
ning the regular cast of Janet DeGore and Conlan Carter are distin- 

INDIVIDUAL MARKET BASIS 45 




guished guest stars like Otto Kruger, Dick Powell, Lyle Bettger, Jean 
Hagen, Hugh Marlowe, Robert Middleton, Arthur Franz and others. 

This series was so popular that when it was taken off the ABC network 
more than 400,000 letters of protest caused its return to complete its 
network run ... an unprecedented event in the annals of TV history. 

HALF-HOUR EPISODES OF THE LAW AND MR. JONES 



"PROVEN -PROG RAM MING" FROM 




A SUBSIDIARY Of f OUR STAR TELEVISION 



600 FIFTH 
AVENDE 

NEW YORK 
20 

NEW YORK 
LT 1-8530 




ALSO IN DISTRIBUTION: THE DETECTIVES / TARGET: THE C0RRUPT0RS / STAGECOACH WEST / DICK POWELL S ZANE GREY THEATRE 



look South . . . and you'll see v££ 






An eight man team that people depend on 






for news, weather, sports and opinions 
every weekday .. .via TV-3 in Columbus, Ga.! 



TOP HOW: IMt 
John Hodges — 

David I.ca — 



Dick MeMiehael- 

(leorge Oingelf — 
IVrsonal * Ipinion 



BOTTOM HOW 
Doug Wallace — 



Don Nahley — 
Sjtorts 

Walter draham— 
Sjiorts 

Walter Cronkite- 



to Right 

Morning Edition 
7:30 A M 
Mid-day Edition 
1 -00 PM 
Nigkt Edition 
11:00 PM 
Evening Edition 
H:30-7:.W PM 
Eiening Edition 
6:30-7:30 PM 
Night Edition 
11:00 PM 
Left to Uight 

Evening Edition 
6:30-7:30 PM 
Night Edition 
11:00 PM 
Nigkt Edition 
11.00 PM 
Evening Edition 
6:30-7 30 PM 
CDS News 
7:15-7:30 PM 



WRBL 

Television 

Columbus, Georgia 

TELECASTING FROM THE 
WORLD'S TALLEST TOWER 

"1749 feet above ground" 
J. W. Woodruff, Jr., Pres. and Gen. Manager 
Ridley Hell, Station Manager 
George (Red) Jenkins, Dir. National Sales 



These men have a "fabulous foUoiving" in TV-3 
land. It's an area that covers G6 counties in 
Georgia and Alabama. Keeping this area in- 
formed is a responsibility TV-3 performs with 
men of experience. 

This performance continues to pay off with addi- 
tional homes delivered. The latest NSI shows 
our full-hour "Evening Edition" delivering the 
most homes of any multiple week show. It pre- 
sents news, thought provoking editorials, sports 
and a Pulsebeat of the area. A weather show 
second to none . . . plus CBS News. 

This is the kind of programming "in depth" that 
has built such a fabulous following for TV-3. 
People have confidence in us. So can you. 




REPRESENTED BY 

GEORGE P. HOLLINGBERY COMPANY 
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'SPONSOR-SCOPE 



Interpretation and commentary 
on most significant tv/radio 
and marketing news of the week 



11 February 1963 / Copyright 1963 



Judging from information culled by SPONSOR-SCOPE from several top agen- 
cies, the outlook for spot tv come the fall and even the first 1964 quarter is even 
lustier than it's been this season. 

To put what these agencies are saying in a nutshell: the budgets of their big package 
goods advertisers as they're now being set up accord heftier shares for spot as against 
network tv. 

This sharper trend toward putting more of their blue chips on spot is traceable to these 
lines of advertiser re-evaluation of their role in the medium: 

• Generally speaking, the rewards in homes impressions and cost-per- 1,000 from night- 
time network tv turned out far below expectations and to avoid a repetition of such an 
eventuality, prudence calls for a reduction of the risk there and transferring some 
of the eggs from that basket into spot tv. 

• Good marketing dictates that greater stress be put on market variability and 
hence added allowance should be made for augmenting network with strategically-timed 
spot tv flights, thereby insuring to each brand the rightful measurement of promo- 
tional flexibility in terms of both individual market and special occasion. 

Note: ABC TV has adopted the flexibility theme for itself. In a brochure on re- 
gional that the network has just put out, emphasis is laid on the ability of such regional 
purchases to render "maximum impact in selected areas." 



The Four A's broadcast media committee, with its suggestion about protec- 
tion for preemptible spots, may have opened the door for something that the SUA 
has been seeking for some time. 

And that something has been an opportunity to review the provisions in the stand- 
ard spot contract for tv stations, which the association deems somewhat outdated. 

The SRA would like to make this examination of the standard form part and parcel of 
any discussion of a more favorable viability of preemptibles for advertisers. 

(See page 25 for an in-depth analysis of the preemptible spot problem.) 



Chicago reps have taken up the slack in new spot radio business which ha9 
befallen the New York sector so far thi9 month, after a lively January. 

The action in Chicago the past week included Kellogg (Burnett) , Englander Mattress 
(North), Mystik Tape (Hartman), and Rath Packing (Ludgin). 

On the national spot tv side the February pace, as far as the New York reps are con- 
cerned, is promising enough to indicate a consecutive record month for the medium. 

Two agencies that have been keeping tv reps definitely on the hop these past weeks are 
Young & Rubicam and Compton. 

Madison Avenue's lifting its eyebrows at the prices being quoted for new night- 
time fare scheduled by the tv networks for the fall. 

Here's a sample of the tags put on one-hour shows: 

PROGRAM ORIGINALS NET (NO.) REPEATS NET (NO.) 

Clifford Odets-Richard Boone (CBS TV) $140,000 (34) $40,000 (16) 

Jamie McPheeters (ABC TV) 120,500 (36) 25,000 (16) 

Mr. Kingston (ABC TV) 129,000 (34) 17,500 (18) 

The Breaking Point (ABC TV) 119,000 (34) 30,000 (18) 



!*3 
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"SPONSOR-SCOPE 



Rep salesmen might as well face up to the fact that under the new procedure 
in Y&R spot tv buying there's no such thing as a personal pitch once a timebuyer 
issues a call for availabilities on a new schedule. 

The rule now in effect — whatwith the widening application of computer to the buying 
process — limits the salesman's function to submitting avails. If he has any further enlighten- 
ing data, he'll have to impart it in a covering letter attached to the avails. 

What the agency's media chiefs, Warren Bahx and Joe St George, are trying to tell the 
reps is this: the worst time to see a Y&R timebuyer is when the buying's being done 
and that the time to sell a timebuyer on a station or market is any time before a buy goes 
into the works. 

Personal relationships are encouraged and timehuyers should be kept updated on 
a station or market story, but not when the station or market is under the buying gun. 

That reshuffling in the media department of Ogilvy, Benson & Mather was 
mostly spurred by an urge to streamline and tighten the buying process. 

As explained to SPONSOR-SCOPE, the revised setup, which allocates authority among 
three associate media directors instead of spreading it among five supervisors, will give 
the department more of a vertical mode of operation. 

The three associate directors: Jules Fein, Pete Triolo, and Cliff Bottomway, the 
first promoted from media analysis and the other two having come up from timebuyer. 

This is the period that the sports side of the tv networks unlimbcr their sales 
artillery for the events they've lined up for the coining season. 

Here's the 1963-64 inventory as compiled by SPONSOR-SCOPE, with the package bill- 
ings including time, rights, production costs: 

ABC TV CBS TV Continued 



EVENT PACKAGE BILLINGS 


Triple Racing Crown 


350,000 


Challenge Golf 


$1,400,000 


TOTAL CBS TV 


$31,650,000 


AFL Games 


6,000,000 


NBC TV 


AFL Championship 


425,000 


National Open 


$ 250,000 


AFL All-Stars 


375,000 


Buick Open 


200,000 


AFL Post-gameboard 


1,500,000 


Ail-Star Golf 


2,800,000 


Orange Bowl 


250,000 


Palm Springs Classic 


200,000 


Pro Bowling Tour 


2,000,000 


Las Vegas Tournament 200,000 


Make That Spare 


1,500,000 


World Series of Golf 


500,000 


Wide World of Sports 


5,400,000 


Shell World of Golf 


1,800,000 


Gillette Fights 


7,000,000 


Rose Bowl 


700,000 


TOTAL ABC TV $25,850,000 


Sugar Bowl 


700,000 


CBS TV 




Pro Champ Football 


850,000 


Masters Tournament 


$ 275,000 


Pro Bowl 


250,000 


PGA Tournament 


225,000 


Blue-Grey Bowl 


250,000 


NFL Games 


10,800,000 


Senior Bowl 


200,000 


NCAA Football Games 


8,000,000 


East- West Game 


250,000 


Cotton Bowl 


350,000 


Pro Football Highlights 600,000 


Pro Football Kickoff 


750,000 


Liberty Bowl 


250,000 


Pro Football Games 


500,000 


World Series 


3,800,000 


Blue Bonnet Bowl 


250,000 


All-Star BB Game 


600,000 


Gator Bowl 


250,000 


NIT Games 


300,000 


Post Football Games 


400,000 


Bud Palmer Anthol. 


1,500,000 


Baseball Game of Week 


6,000,000 


TOTAL NBC TV 


$16,200,000 


Sun. Sports Spec. 


3,500,000 


GRAND TOTAL 


$73,700,000 



(See 4 February SPONSOR-SCOPE for breakdown of billings by sports types.) 
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Continued 



It could have been due to the severe cold spell at the time but bowl football on 
New Year's day delivered all-time record audiences. 

The following data on NTI total audiences, as provided by NBC TV, shows how they 
must have hung on to their sets from early afternoon into the evening: 

CAME NETWORK TOTAL HOMES 

Orange Bowl ABC TV 12,900,000 

Cotton Bowl CBS TV 16,700,000 

Sugar Bowl NBC TV 20,200,000 

Rose Bowl NBC TV 25,400,000 

Note: That Rose Bowl figure denotes 51% of all tv homes, never before achieved by 
a football event 

All three tv networks, Madison Avenue negotiators note, have one thing in 
common about their selling strategy for the 1963-64 nighttime season: they're 
each putting inordinate effort into getting orders for half -hours as against minutes. 

Obviously, ABC TV and NBC TV are taking a leaf out of CBS TV's stratagem of the 
moment and that is telling prospects that their only chance of getting on the fall schedule is 
via alternate hour or half-hour segments. 

Observed the negotiator for an agency which is among the top three tv billers: "You 
can't blame the networks for trying to sell half-hours as a minimum segment, but you can 
be sure that if anybody walked in with a substantial order for minute participations 
he wouldn't be directed to the nearest exit. 

According to Nielsen, the number of network tv advertisers given to buying 
into minute participation programs only has taken quite a hop this season. 

Here's how the rating service has broken down the types of sponsorship buys, with the 
second December national report on nighttime serving as the base: 



TYPE OF COMMITMENTS 


1962 


1961 


1960 


Multi-program buys only 


61% 


38% 


28% 


Alternate half-hours only 


14% 


23% 


18% 


Single sponsorships 


10% 


13% 


26% 


Multi-alternate 


11% 


16% 


10% 


Alternate & single 


2% 


3% 


10% 


Single & multi 


0% 


2% 


1% 


All basic buys 


2% 


5% 


7% 


TOTAL 


100% 


100% 


100% 



For P&C agencies these two months of February and March have the pressure 
and bustle that's without comparison in the business. 

What keeps 'em on the tightwire: looking at network pilots, negotiating for fall 
time and programs, and at the same time getting their portfolios in order for the Cincinnati 
meetings next month at which budget recommendations are discussed. 

Only two specials of an entertainment nature scored appreciable tv audiences 
during the past December, that is, during the periods measured by Nielsen. 

These measured specials and their rating data: 



PROGRAM 


DATE 


PERCENT 


HOMES 


Hallmark Hall of Fame 


6 December 


12.5 


6,225,000 


Wizard of Oz 


9 December 


33.0 


16,434,000 


Here's Edie 


13 December 


10.1 


5,030,000 


As Caesar Sees It 


15 December 


10.9 


5,428,000 


Mr. Magoo's Christmas Carol 


18 December 


22.8 


11,354,000 


AVERAGE 




17.8 


8,894,000 
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Continued 



NBC TV, assuming from the lineup that it was showing around the New York 
agencies last week, will retain 15-16 of its present shows for the coming season. 

There's still some repositioning to be done and there's some question as to whether 
Hazel will be moved to CBS TV (Tuesday, 9) by Ford and whether GE will alternate 
with du Pont with an hour version of True. 

The 1963-64 lineup as the agencies viewed it: 

SUNDAY: 7:30, Disney; 8:30, P&G series; 9, Bonanza; 10-11, DuPant Show of Week. 

MONDAY: 7:30, Feature movies; 9:30, TBA; 10-11, Mitch Miller. 

TUESDAY: 7:30, the Matchmaker; 8-9, Mr. Novaks; 9-10, Clifford Odets-Richard Boone; 
10-11, Bell Telephone Hour (alternate weeks). 

WEDNESDAY: 7:30, the Virginian; 9-10, Kraft Hour; 10-11, the Eleventh Hour. 

THURSDAY: 7:30, Robert Taylor; 8:30, Dr. Kildare; 9:30, Hazel; 10-11, Jack Paar. 

FRIDAY: 7:30, International Show Time; 8:30, Empire; 9:30, Harry's Girls; 10-11, 
Andy Williams. 

SATURDAY: 7:30, Joey Bishop; 8:30, Bill Dana; 9-11, Feature movies. 

Spot tv should find exceptionally good pickings this spring from among ad- 
vertisers who gear their spending mostly to seasonal pushes. 

The business climate may be an important factor, but from agency reports there's an 
abnormal number of Father's Day and graduation and wedding gift schedules on the 
shelf ready for buying action when confirmation dates are feasible. 

A couple of cases in point: (1) Norelco, Remington, and Schick, among electric 
shavers, are each poised for the May-June gift-appeal sweepstakes; (2) Gulton (Compton) 
will use 15 markets (this is double the last promotion list) to sell its renewal-battery line of 
radios, flashlights, and lighters. The Gulton schedule will run seven weeks. 

Look for the tojroakers to lean more toward spotting their commercials in 
adult-appeal programing when they do their buying for the fall. 

The new tack is due to their discovery that parents are exerting more influence in 
the choice of their progeny's toys and it's become pretty much a family concern as to 
price, quality, and performance. It's all probably due to past abuses by some members of 
the toy fraternity. 

At the moment the big tv users among toy manufacturers feel rather frustrated. 
They'd like to announce to jobbers and dealers at the New York Toy Fair slated for the 
week of 11 March what their tv buys will be for this fall, but they find that the networki 
can't cooperate because they themselves don't know what they'll be scheduling at that 
time, particularly in Saturday kid shows. 

The FCC may have opened a can of worms in advising licensees that stations 
which serve substantially the same area violate the public interest by organizing 
to sell themselves at a group rate. 

Where the rub could come for the commission: determining what are gray areas in 
such combination rate agreements. Particularly with respect to such combined stations 
whose coverage sort of overlaps, but have different markets for their basic service area. 

In radio, an instance would be the Philadelphia suburban group put together by Ave- 
ry-Knodel and in tv, the Triangle Pennsylvania-Delaware uhf trio obviously set up to 
compete with WGAL-TV. CBS TV advised SPONSOR-SCOPE that its legal department 
was studying the FCC's notice with respect to its application to the three uhfers. 

About the only rep directly and unquestionably affected by the notice is Robert 
Meeker, who about a year.-and-a-half back organized combination rate station clusters with- 
in Denver, Salt Lake City, and Seattle. Meeker expressed surprise at the FCC's action. 
He had checked his project with the FCC a year ago. No objection was expressed, but he was 
told he'd hear from the commission. (For more details see WASHINGTON WEEK, page 55.) 
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Mr. Wiggly Worm does much more than wiggle 



To you, he may be just a forefinger with a face painted on it. Hut to any 
child in the Dallas-Ft. Worth area, he is a personality on "The Mr. Pepper- 
mint Show," now in its third year and starring WFAA-TV's Jerry Haynes. 
Sustaining the interest of his demanding audience, Jerry produees the 
highest ratings in his time slot. Wholesome and appealing, his is the show 
that mother prefers her kids to watch. And she demount ratrx her apprecia- 
tion when she buys. Product-success stories prove it . . . more eloquently than 
even Mr. Wiggly Worm's smile. 



WFAA-TV 

Channel 8 abc WFAA-AM-FM-TV Communications Center. 
Hroadcnst services of The Dallas Morning News. Represented by Edward Petry & Co., Inc. 



Yes— it is great... and the world-famous San Antonio Stock 
Sliow and Rodeo held every February is typical of the many 
activities in the Alamo City. San Antonio . . .where almost 
750,000 happy folks enjoy Venetian-like boat rides on the 
picturesque San Antonio River . . . Grand Opera Festival . . . 
America's third largest zoo . . . rides on the world's longest 
miniature train in tropical Brackenridge Park . . . South's finest 
golf courses . . . world-renowned Symphony . . . outdoor art 
exhibits on the River Walk ... historic Missions. .. fiesta parades 
...outstanding Museums .. .world's largest Military Installations 
. . . theatrical productions . . . sailing on beautiful Woodlawn 
Lake in the heart of the city. All this and much, much more 
in sunny, funtime San Antonio. But beware - thousands of 
tourists who visit San Antonio each year make it their home! 



It's Great to SELL San Antonio on KONO-TV 



I 



K K A IV. AC I..X V. I." 
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This time period is calculated tut 7 ;50 p,vi, It is shown here as 7:30 for cnnrenience nf tabulation. 

The preemptible system in its fullest development 

This chart is prepared from portion of a rate card, in which local viewing patterns are apparently reflet ted by the station's 
charge for prime-time 20-second announcements. In this particular system, all announcements arc "preemptible" in the 
sense that they are subject to price-reclassification, with due notke to the advertiser, and with the option to retain the 
spot at its reclassified rate. In this chart, the distribution of lightest areas (highest-priced spots) indicates the peak viewing 



Buyers want changes in spot tv 



► 4A's perturbed about preemptible practices 

► Agencies ask for guaranteed run 

► Cool response from stations and rep firms 

► General overhaul of standard contract form? 



The buying and selling practices 
of spot television may come un- 
der review this year. 

A first move toward such a re- 
view was made last month by the 
American Assn. of Advertising 
Agencies. The 4A made two "sug- 
gestions" to stations about the han- 
dling of preemptible spots. Sta- 



tions now are giving their individ- 
ual reaction to reps, whose collect- 
ive body — the Station Representa- 
tives' Assn. — will in turn give a 
considered reply to the agency 
group. 

Although the buyers of tv time 
have limited their "suggestions" to 
one section only of spot business, 



knowledgable observers point out 
that the preemptible spot lies close 
to the heart ol the price adjust- 
ment process. Any review of preemp- 
tible spots must, therelore, touch on 
broader issues; not only the mech- 
anics of price resolution but also 
the concepts which underlie it. 

Because of this, it's probable that 
the 4A's and the SRA will sit down 
for extended sessions at the confer- 
ence table. (One result of this, 
hopefully, may be a thorough re- 
vision of the standard contract 
form. Apart from the preemptible 
epiestion, both groups have other 
matters which they feel could bear 
adjustment. This is likely to pro- 
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A backward look at tv and preemption 

WHO FATHERED PREEMPTIBLE 
SPOT? Bouquets and some brick- 
bats can be spread around: some 
should go to John P. Denninger 
(left), erstwhile vp and Eastern 
sales manager of Blair TV. It was 
in 1959 that Blair picked up the 
idea, which had been put into ef- 
fect three years earlier at WABC 
TV, New York. (Joseph Stamler, 
now vp, then was station sales 
manager.) Another early advocate 
of p-e was rep firm Adam Young. 

Denninger now heads a finan- 
cial counselling service, Executive 
Capital Planning Inc. Looking 
back on preemption, he says "It 
allowed the law of supply and de- 
mand to come into effect. I'm not 
surprised at its widespread adop- 
tion: We thought it was inevitable 
because of the unreality of the pricing structure." 

Another rep expert, Katz vp Daniel Denenholz (I., below), 
comments indirectly on the current 4A recommendation by say- 
ing that "Rate cards will be subject to special terms and con- 
ditions for as long as a station's audience fluctuates from pe- 
riod to period-and so long as advertisers and agencies place 
the emphasis they do on CPM. . . ." 




menclat ions," explains the lA's, "is 
to (I) avoid waste to advertisers, 
representatives, and stations in 
making preparations lor schedules 
which may he preempted after only 
a lew spots have been run — or none 
at all; (2) lo give agencies and ad- 
vertisers time to compensate lor 
the loss ol preempted spots." 

The immediate reaction to this, 
from at least some stations and 
reps, is a cry ol "They <an't have 
their cake and eat it, too." Their 
view is that buyers are trying to re- 
duce the risk ol lecapture — yet si- 
multaneously preserve the lowered 
price that's a consequence of the 
risk. 

II such is the case, then the agen- 
cies aie guilty ol a slightly disin- 
genuous approach. Ilowevei, alter 
discussions with 1A staffers and 
committeemen, sponsor finds that 
the purpose of the "suggestions" is 
not, ostensibly, to gain an advan- 
tage hut to correct what's viewed as 
an abuse. 

Buyers contend that spots are be- 
ing recaptured more frequently 
than (experience shows) is prob- 
able under normal risk conditions. 
The supposition is that preempti- 
ble spots are being oflered too free- 
ly. 

A secure base. In the theory, of 

course, no station will discount its 



duce leelings Insurable toward a 
complete met haul ol the standard 
(out nit t.) 

Selling practices. From the buy- 
eis' viewpoint, the immediate 
causes of concern are some ol the 
practices which sin round the sell- 
ing ol preemptible spots. The 
bioadcast committee ol the lA's 
has made several casts at this prob- 
lem in the last two \ears, and the 
result is the brace ol "suggestions" 
issued on 1 1 January. 

The association i.s uiging tv sta- 
tions to consider adopting the fol- 
lowing polic it's: 

* No preemption during the ini- 
tial two weeks ol the schedule. 

* At least seven claxs notice ol 
preemption at any time during the 
schedule (unless specific ally waived 
by the agency at the time ol pur- 
c base) . 

"The purpose ol these recom- 



Liked or not, p-e spot can't be ignored 

"The preemptible system is valuable, but it can be abused. It's here 
that stations often lose their virginity." — Jay Heitin, WNBC TV 

"We use it to correct a temporary cost-inefficiency. A major re-align- 
ment is best handled by a rate card change." — Scott McLean, 
Crosley Broadcasting. 

"P-e will be affected by the new monitoring systems. Advertisers will 
check the turnover of any given spot." Roger O'Connor, Boiling Co. 

"A lot of major-market spot is sold this way, where it can't be dis- 
counted too openly. It suits us, of course." — Bob Liddel, Compton. 

"If properly designed it gives flexibility with respectability. But it's 
not suited to every situation, and it can become a problem in the 
hands of weak salesmen." — James O'Grady, Adam Young. 
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spots as Ion}; as there's a chance ol 
making sales at the fixed rate, lint 
agency buyers report that 1 lie sell- 
ers — under strong competitive pres- 
sure in the last 12 months — have 
tended to use (lie p-e rale as a first 
line of defense. The agency picture 
is of stations and/or reps (hitching 
at any straw to assure a quick buy. 
With the base secured though pre- 
emptible booking, the seller then 
begins the serious business of find- 
ing buyers at the higher, fixed rate. 
The result (it's claimed) is an alarm- 
ingly high rate of recapture as the 
fixed-position buys are subsequently 
brought in. 

Buyers also complain they have 
not been getting enough warning 
when their spots are recaptured. 
This is not a criticism of the Sec- 
tion Three, nm-of-station, or '"sud- 
den death" type of buy, in which 
the agency knowingly runs the risk 
of immediate recapture without 
warning. The complaint is rather 
that too many "Section Two" buys, 
in which the agency is guaranteed 
a fixed period of advance notice of 
preemption, have in practice been 
treated by stations as a sudden- 
death spot. "Often," laments a 
typical buyer, "we find out about 
it only when the bills come in. . ." 

This is the background against 
which the lA's broadcast committee 
makes its recommendation for a 
standard, seven-day notice of pre- 
emption. Purpose of the suggest- 
ion is to tac tfully draw the station's 
attention to the view that a prob- 
lem exists, and also to standardize 
the minimum period of notice. (In 
the present proliferation of p-c 
schemes, Section Two warnings 
run anywhere from seven days to 
28 days.) 

There were a few startled yips of 
protest when the lA's opinion was 
made public, last month. How- 
ever, the seasoned members of the 
rep community are generally con- 
vinced that there's no essential 
change involved in this part of the 
4A suggestion, and that if there's 
any abuse of preemptible spots it 
will be self-correcting as buvers 
sharply lose interest in the stations 
and reps that are responsible. 

A reasonable notice. This ap- 
pears to be the case. To borrow a 



military uietaphoi, (lie IA memo 
is not a Irontdinc dispatch, but an 
ollicial bulletin released after the 
battle. A good deal ol the oUendiiig 
practice bad already been rectified 
by the time the lA's got around to 
notifying the stations. "It's now an 
isolated problem," reports Robert 
Lidclel, Complou Agenc y v. p. and 
IA committeeman. "Most stations 
today, via their reps, do oiler and 
maintain a reasonable notice of 
preemption, but we'd also prefer 
the added stability of a guaranteed 



two-week tun at (he sunt ol the 
c aiupaign." 

Tlie consensus gatlic-icd by 
sponsor is against the agencies 
achieving a guarantee. 'I heic-'s :i 
stiong piaclical reason for selleis 
lc) object, and a no-less slicing point 
ol pi iuc i pie. 

The suggestion comes out ol a 
natural dislike of wasted clloit: 
once a schedule has been set it 
should never, even through pre- 
emption, become a total loss. Sta- 
(I'lca.sr I urn to /wgr (>">) 



How the television audience varies from show to show 
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Two charts prepared by the A. C. Nielsen Co. illustrate the range of viewing. 
Not only does the total national audience vary from program to program, but 
there are also basic fluctuations within the broad time period. Tv spot pric- 
ing takes account of these changes. 
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Public and trade response to theme was enthusiastic 

Cumiin»li;mi & Walsh conceived "Walking KingelV" iheim foi \tllou Page*. Heie is Claim from iv 
commercial introduc cd in ItHi2 on lite Hell Telephone Horn Faikas films, Inc., produced it for ATKrT 

Yellow Pages zoom with lingers' 



► B'dcast media play big role in promotion 

► Cunningham & Walsh creates 'Fingers' idea 

► Awareness study proves theme's impact 



The dramatic growth of tele- 
phone directory advertising in 
\merica has heen described as one 
of the significant advances in mass 
marketing. And what was once es- 
sentially .1 local marketing service 
has become a major national mar- 
keting and advertising tool. 

Most, if not all, ol America knows 
it .as the Yellow Pngfsi 

'I he growth of Yellow Pages 
troin its first telephone subscriber 
directory in 1878 (with its proud 
Victorian listings ol hacks and 
boarding stables) to its position as 
an almost indespeiisable buyers' 



guide is no accident. It is due to 
three decades of consistent and in- 
telligent promotion. 

In ]!)f>2, the Yellow Pages, 
through C&W, spent between one 
and two million dollars for na- 
tional advertising and promotion 
in all media. This was supple- 
mented by three to four times that 
amount spent by the 21 associated 
Bell System telephone companies 
in the areas they serve. 

Reportedly, nearly half ol this 
combined sum was allocated to 
the broadcast media, with the em- 
phasis on television, and mostly in 



spot. Radio's share of Yellow Pages' 
promotion came to approximately 
15 per cent of the budget. 

As indic ated above, Cunningham 
8c Walsh handles the Yellow Pages 
account on a national level, an as- 
signment it has carried out with 
conspicuous success for some 35 
years — indeed, something of an 
enviable record along Madison 
Avenue. Member telephone com- 
panies have their own advertising 
agencies which, in many instances, 
use the basic CfcW advertising and 
promotion campaigns as spring- 
boards for local, slate and regional 
efforts to point up the flexibility 
of the Yellow Pages as an advertis- 
ing medium. 

Constant flow of ideas. Though 
the Yellow Pages account may be 
a venerable one in the C&W shop, 
there is an unending flow of new 
ideas from staffers. Perhaps the 
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most notable of the C&W elloris to 
promote Uic Yellow Pages was the 
introduction of the "Let Your 
Fingers do the Walking . . ." theme 
in all of I lie advertising and promo- 
tion. 

In the opinion of veteran observ- 
ers of such matters, it marked the 
launching of one of the most suc- 
cessful pieces of conimuiiicat ions in 
order to reach the consumer via 
television, radio, general magazines, 
newspapers, car cards, foreign lan- 
guage press, outdoor posters, etc. 

Circulation of the classified di- 
rectories zoomed about -10 per cent 
in the past five years. It is estimated 
that Yellow Pages circulation to- 
day is 70 million. 

In order to make greater use of 
the Yellow Pages among the masses 
in search of goods and services, 
C&W feels it has come up with a 
most effective theme — a theme 
launched in early 1962 and instant- 
ly accepted here and there with 
minor modifications by 19 of the 21 
telephone companies. 

The "Fingers" theme last year 
was used by some I I companies in 
tv spots; 18 companies used it in 
radio spots and nine companies par- 



licipated in the 21-shcct posiei of- 
ferings, coupled wild solid partici- 
pation in display material made 
available by the (XW agency. 

It was apparent from the outset 
of the "Finger" theme, thai Yellow 
Pages was falling heir to a power- 
ful attention getter. Shortly after 
its introduction, C&W sought to de- 
termine its level of awareness and 
advert iser it leu i ideation. 

Awareness study made. Two 
months alter the "Walking Fingers" 
theme had been launched national- 
ly, C&W asked R. II. bruskin As- 
sociates to conduci an awareness 
study. The study was launched 
March 28, 1962. Some 2.533 per- 
sonal interviews (1262 male and 
1273 female adults) were conduct- 
ed throughout the nation. The 
study showsd that after nine weeks 
(campaign was actually introduced 
on 19 January) , 29.5 per cent of the 
population could complete the 
phrase "Let your fingers do the 
walking through .. 

In the Northeast, this percentage 
ran as high as 16.3 per cent and as 
low as 18 per cent on the West 
Coast. The division between male 
and female who could answer cor- 



tecth was about equal. 

On 12 Nou-mher ol 1962, C&W 
asked (he Brtiskiu icscan hers to 
(ouduci a second awaieness study, 
hi ihis instance, 2,531 personal in- 
terviews were condiuied (1253 
male and 1278 leiuale adnhs) , again 
on a nationwide basis. 

The progress repon was nothing 
short of aina/ing. This lime ! lie 
study showed that 17.3 per ceiii of 
the total imputation could com- 
plete the phrase "Let your lingers 
do the walking through 
(13.9 per cent male and 50.7 per 
cent female.) 

Again, in the Northeast, this fig- 
ure ran as high as (HI. 7 per cent 
(5-1. -I per cent lor males, 16.6 per 
cent lor females). In the Far West 
these figures were lower, 22.-1 per 
cent (18.1 per cent for males and 
26.1 per cent lor lemales). 

Why had the "Walking Fingers" 
theme scored such penetrating re- 
sults among the American people? 
In discussing l lie present national 
campaign with a sponsor editor, 
F. Malcolm Minor, account execu- 
tive for the Yellow Pages at Cun- 
ningham & Walsh, observed that 
(Please turn to page 66) 
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Radio commercials also score 

Radio spois incorporating the "Walking Fingers" theme 
are made available by Cunningham 8: Walsh to member 
telephone companies. Tv commercials are also available 



I 



CBS-TV NEW YOR 



Shop Yellow Pages way reminder 

New York Telephone Company, via BBDO. Iw-. bought 
fit) and 20-second announcements adjacent to and within 
all sports events on WCBS-TV to promote Yellow Pages 
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A great number of still photographs were needed 

N'med photographer, Donald Mark, took ahum 1200 photograph* for each (onimeitial, X<» models were substituted for 
hank employees, nor was artiTu ial lighting used. The idea was to give a feeling ol naturalness and friendliness to the spot 



More commercial creativity 
at lower production cost 

New use of still photographs allows great flexibility; 



N. W. Ayer team 



produces bank commercials 



New uses of a technique called 
squeeze-motion or photomation 
have allowed man)' advertisers to 
produce creative commercials at a 
low cost and in record time. The 
technique, which turns still photo- 
graphs and artwork into a movie, 
has been catching the attention ol 
such major advertisers as Hreck, 
Listerine, Hetty ('rocker, Colgate, 
and the First Pennsylvania Hank- 
ing and Trust Company in Phila- 
delphia. Only five years old, ani- 
mation producers claim the proc- 
ess is currently ten times more pop- 



ular than the straight cartoon 
commercial. 

The First Pennsylvania commer- 
cials, handled by N. W. Ayer Agen- 
cy, have achieved unusual crea- 
tive levels by adding agency inno- 
vations to commercial production 
using photomaiion. The results 
are something new in the normal- 
ly-staid bank advertising, and more 
important, something new in mood 
and motion lor all advertising. 

The commercials the bank 
wanted involved special considera- 
tion. Nine one-minute spots were 
needed on such services as savings 
accounts, personal loans, home im- 
provement loans, automobile loans, 
etc. Nothing obvious was wanted 
such as the usual man-behind-t he- 
desk approach in a loan situation, 
or routine before-and-after-loan 
pic tures. 

Creating a mood. "We wanted to 
create a mood and say something 
subtly through visual elements, 
said Conrad White, agency pro- 
ducer on the account. "It involved 
a way ol looking at people and cap- 
turing them under natural circum- 
stances. We wanted to show that 
the customer was more than just a 
man with a starched collar visiting 
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with unusual motion, mood through photomation; 

technique faster and more economical 




The creative team selects appropriate shots 

Copywriter Chris Conway (I) and art director U'es Shaw (c) give their opinions of the photos and how they 
will fit jingle and mood of the commercial. Producer Conrad White places the contacts on the pliotoboard 



the hank, and people in the hank 
were interested in him as a human 
being. What we were alter was a 
feeling of friendliness anil castial- 
ness." 

Executives at the agency felt that 
the usual sioryboard should he 
jettisoned in favor ol a broad de- 
scription of the mood the agency 
team wotdd try to achieve in each 
segment of the spot. 

"Most clients expeci the finished 
product to be like i lie sioryboard," 
White continued. "We didn't want 
to lock ourselves into something 
where we would have 10 photo- 
graph exact scenes with people pos- 
ing in pre-determined positions." 

The agency presented the client 
with a description for each coin- 
menial similar to the following 
on auto loans: 

(First 20 seconds) Location is 
new car showroom. The photos 
depict a young family looking at 
a new car. Our viewpoint is to- 
ward the people, not the car. We 
are not really trying to tell luhat 
they are doing at this point. Our 
aim is to record the actions and 
reactions of these people in a warm, 
human, and arresting way. 

(Last 20 seconds) Location is 



bank interior. The photos show 
the same family applying for an 
auto loan. U'r arc an observer of 
the attitudes and responses of these 
people. We sec that the customer 
liris been put at his ease; that the 



bank people are friendly and sin- 
cerely interested. The sequence of 
stills docs not tell a story, as such, 
but establishes a mood and feeling 
that reinforce our claim. 

The mood would have to be 






24. (girl singer): you coma first 25. ye3, 



26. you coma first 





31. There's personal interest in you 32. (beat) (beat) (beat) from the p«op] 



Pictures synchronize with musical elements 

Care is taken in arranging the photos in tempo with the jingle. Note the beat 
is included to keep track of the rhythm. Squares drawn in on the hand shot 
indicate music suggests a cut-back. About 50 were used for each commercial 
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captured hi candid photographs — 
the exact photographs thai would 
make up (lie commercial. Careful- 
fully selected photos would he 
chosen lrom the contacts and syn- 
chronized with an especially-pre- 
pared pre-recorded jingle. 

Accent on naturalness. The 

photos were taken by a single pho- 
tographer who was versed in the 
mood he needed to capture, elimi- 
nating the expense of a large cam- 
era crew. Limbs of people, backs 
ol people, aerial shots, oul-of-locus 
shots — almost anything was permis- 
sible if it captured the warm 
friendly feeling necessary. Noted 
photographer Donald Mack vis- 
ited mam First Pennsylvania 
banks and homes ol clients, taking 
over 1200 shots for each commer- 
cial with a 35mm camera. The 
hank employees played themselves; 
no models were used here. Nor was 
special lighting considered neces- 
sary. The bank and the creative 
team at the agency wanted the pic- 
tures to he as natural as possible. 

Contacts, were (hen assembled 
and looked over by ar( director Wes 
Shaw, copywriter Chris Conway, 
and the producer Conrad White. 

Photoboard. A storyboard never 
came into being, neither lor client 



approval nor agency use. The c re- 
al ive team decided to make up a 
photoboard or shooting board 
from the contacts chosen. This 
would he cpiicker and more graphic 
than the usual process. The con- 
tacts were tacked on to a board 
over the words and beats of the 
jingle. 

Pictures to music. The commer- 
cials involved only stills with musi- 
cal effects such as obvious beats, 
crescendos, and accented cuts to 
lend themselves to the video ele- 
ment. Where the music suggested 
/ooin-ins, a epiick succession of 
stills, stop-motion, or moving titles, 
appropriate pictures were selected. 
Key actions were fit to move on 
musical cue: musical emphasis thus 
pinpointing salient facts, such as 
the name ol the bank. Where there 
were no words in the jingle, mere- 
Iv heats, pictures were found to fit 
them. About 50 photos were used 
lor each spot, in contrast to the 
usual 10 or 12. 

Blow-ups of the selected stills, 
usually 8" x 10" were then made. 
Where zoom-ins or cut-hacks were 
recpiired II" x II" were used. A 
field guide was then marked up 
lor the aerial image camera, indi- 
cating where spec ial ellects were to 




Animated production firm makes still photos move 

\1 Stahl, president of Animated Productions Inc., shoots from the blow-ups of 
photos with aerial image camera. The camera assembly moves up and down and 
the siege below moves, allowing special ellects surh as zoom-ins, and cut-backs 



take place. Then the) were num- 
bered according to the footage 
count for animation stand shoot- 
ing. 

The illusion of motion was cre- 
ated with the aid of an aerial im- 
age camera, complicated photo- 
graphic machine worth about $25,- 
000. As the camera assembly moves 
up and down on racks, the lens 
continually stays in focus. The 
"stage" below, on which original 
material is shot, moves on com- 
mand as well. With an electronic 
control board, the technician di- 
rects the machine to achieve effects. 

Client reception. The photoma- 

tion technicjue proved a hit with 
the bank, which ordered eight or 
nine one-niinute commercials and 
three 20s using the same process, 
about half of which are completed. 

Mrs. Ksther Jackson, Krewson 
vice president in charge of adver- 
tising and public relations at the 
First Pennsylvania explains: "We 
really look the whole production 
on faith. We wouldn't use an 
agency that wasn't competent, cre- 
ative, and imaginative. 

"We wanted something differ- 
ent in bank advertising to give us 
distinction in the field, and N. W. 
Ayer has supplied us with what we 
were looking for. The still photo- 
graph technicpie has been very ef- 
fective: our staff is very enthusias- 
tic and we've had many favorable 
comments from the public." 

Speed and economy. Aside from 

the many creative possibilities 
photomation oilers, advertisers such 
as First Pennsylvania utilize the 
process for speed and economy. 
Conrad White ol Ayer stales: "The 
production process cuts clown to a 
bare minimum the number of peo- 
ple involved. No large camera 
crews are necessary, just one cam- 
era man. Production costs for each 
bank commercial ran about S3.500 
(excluding cost of talent and music). 
Live action, the only other way we 
would have clone it, would cer- 
tainly have cost double, especially 
if we shot on location. Using pho- 
tomation, a one-minute commercial 
can be produced for about $500 to 
§1,000, if it is not complicated. 
Although we used many photo- 
graphs to capture the right mood, 
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the process generally requires fewer 
photos than standard film produc- 
tion requires original material." 

"As lor speed, White continued, 
"the actual production time of our 
first commercial took two days. 
This is possible because the great- 
est amount of work involved is in 
shooting stills and organizing the 
contacts for the photoboard. The 
photoboard doubles as a true ani- 
mation stand shooting board, we 
eliminated the complete process of 
visualizing the commerc ial through 
sketches." 

"The speed and economy in- 
volved in the final techniques, has 
been recognized by several other 
accounts our agency handles," 
White stated. 

Photomation technique. In gen- 
eral, photomation is an animation 
and semi-live technique whereby 
most animation stand shooting is 
done at live-action speed, instead 
of the single-frame stop-motion 
photography normally used in ani- 
mation production. The name 
photomation is generally used. 
Other names such as squeeze-mo- 
tion, still-motion, and limited-live 
action have been coined for the 
same technique. 

By utilizing the process produc- 
ers may turn to various sources 
of material, such as all kinds of 
photographs, stills, drawing charts, 
logos, newspaper and magazine 
clippings, and limited animation 
cartoon cells. 

The process also allows for a 
great deal of movement. In addi- 
tion, limited cartoon animation, 
pop-ons, slide motion, squeeze-ani- 
mation, zooming product shots, as 
well as every possible camera move- 
ment, can be employed. Since the 
special visual effects, dissolves, 
wipes, etc. are combined during 
the original animation stand pho- 
tography, the amount of money 
needed for any photomation pro- 
duction is less than that of regular 
film production. 

Whether for economy, speed, or 
flexibility, use of photomation is 
growing, animation producers 
claim. As one producer put it: "It 
is the fad now. Regular cartoon 
animation is 'yesteryear.' " ^ 




Celebrities visit WSB in 1922 

Visiting Atlanta in the '20s, opera singer Aim a Gluck and husband Klrcm 
Zimhalist (r) arc- shown radio facilities by first diief engineer George Her 



WSB wins BP Mike Award 



Atlanta station cited for community service 
Award dinner to be held 25 February 



Station WSB, Atlanta, is the 1963 
recipient of Broadc ast Pioneers' 
annual "Mike Award" for typifying 
the Pioneer group's standards for 
excellence in community service. 
The "Mike," a gold-plated actual 
ribbon microphone of radio's early 
clays, will be presented 25 Febru- 
ary at the third annual Broad- 
casters' Foundation banquet, at the 
Americana Hotel, New York. 

James M. Cox, president of WSB 
(AM-TV), will accept the award. 
Other station executives who will 
attend the dinner include J. Leon- 
ard Reinsch, executive director: 
Frank Gait her, general maanger, 
WSB, and Marcus Bartlett, gen- 
eral manager, WSB-TV, President 
and Mrs. Kennedy are expected to 
attend the banquet, as well as 
members of the FCC. 

WSB is the third 50,000 watt 
clear channel station to be so hon- 
ored by the Broadcast Pioneers. 
The first was WLW, Cincinnati, 
in 1961. Last year's recipient was 



WGX, Chicago. 

Financial aid. Aside horn the an- 
nual opportunity for an industry- 
wide salute for outstanding achieve- 
ment in radio, the "Mike Award" 
dinner serves as a major contribu- 
tory source for the Broadcasters 
Foundation fund, an arm of Broad- 
cast Pioneers' that provides finan- 
cial aid to indigent broadcasters. 

In outlining the history of the 
Broadcasters' Foundation, Ward L. 
Quaal, executive v. p. and general 
manager of WGX, Inc., the 15th 
president of Broadcast Pioneers, 
told sponsor that the foundation 
began as an activity of the New 
York chapter in I960. 

"The man solely responsible for 
the Foundation's establishment and 
the Mike Awards idea to raise 
money for the fund, was Arthur 
Simon, then president of the New 
York chapter," emphasized Quaal. 

In the spring of 1961, be con- 
tinued. Broadcast Pioneers agreed 
(Please turn to page 61) 
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Top tv brass at Metromedia briefed on results of study 

Man I.. Mc Keinr.i, center, explains significance of new roseate h. Others (1 i<> r) arc I.airy Ftciberg, %.[>■ and station man- 
age!, \\ I 10, Washington; Beimel Kuril, president of Metropolitan Broadcasting TV; John A. MtArdle, \.p. and general 
manage!. WNI-.W-IV. New York and )a<k Lynn, v. p. programing, Metropolitan 1'elevisioti Stations 



$1 million a year for research 
is key to growth at metromedia 



Studies help Metromedia win recognition 
Research outlays equal network average 
Woman at helm earns respect of colleagues 



When Metromedia's WXEW-'I V 
thrust into the third slot in the 
\RP> New York rankings last fall, 
a lot ol people in the industry be- 
gan to wonder where the independ- 
ent station was getting its vitamins, 
Metro executives, however, knew 
where WXKW and othei company 
properties were getting intuit of 
their new iniisele. The answer was 
research— SI, 000.000 worth of re- 
sea rtli a year. 

While Metromedia is a growing 
t ommtmit at ions empire, it is still 
fai from being a giant in the indus- 
try. The SI, 000,000 reseateh budg- 



et, thereloie, represents quite a size- 
able (hunk of operating expenses. 
The figure assumes even larger sig- 
nificance when one considers that 
a recent estimate puis the combined 
research outlays of the three major 
networks at $3,000,000. Of course 
one network may spend more or 
less than another, but on the aver- 
age, network research expenditures 
are the same as Metromedia's. 

Money well spent. Metro's heavy 
investment in research can beiraced 
to the background of John W. 
Kluge, president and chairman, in 
the food brokerage business. "In 



food marketing," Mr. Kluge told 
sponsor, "research is an absolute 
must — it is a way of life." 

In Kluge's opinion, what is true 
lor the food business is at least 
equally valid for the communica- 
tions business. "We ought to know 
more about our product than any 
one who buys it. We have to give 
our salesmen the tools that will 
enable them to have confidence in 
I heir product and its value to their 
customers. Am amount of money 
we spend in this direction is well 
spent." 

Metro's track record in recent 
years strongly supports the validity 
of Kluge's marketing philosophy. 
In 1956, the company consisted of 
two television stations WABI) (now 
WXKW) and WTTG in Washing- 
ton. That year the company took 
a net loss of over S 1 ,500,000. By 
1902, earnings amounted to about 
$2.500,000— double I he 1901 results 
— on gross revenues of some S5J?,- 
000,000. 

Metro today has a lot of irons 
in the fire. In addition to WNEW 
and WTTG, it has acquired tele- 
visions stations KOVR-TV in Sat ra- 
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memo; WTVll, l'eoria, III.; 
WI VP, Decatur, 111., ami KM BC- 
TV in Kansas City. Acquisition ol 
KTTV in Los Angeles is awaiting 
FCC approval, lis radio stations 
include WNEW, New York; \V11\ 
Philadelphia; WHK, Cleveland, 
and KMBC in Kansas City. It also 
owns Foster St Kleisei, die largest 
outdoor iidvertising company on 
the West Coast and the second 
largest in the country. Metro Broad- 
cast Sales is the company's station 
represent a live division. 

At all levels. At Metro, research 
plays an important role at all op- 
erational and corporate levels. 
Reach and frequency studies and 
program analyses are conducted on 
a regular basis and are supple- 
mented by frequent specials. All 
planned acquisitions or property 
sales are carefully examined. "We'd 
do a thorough research job before 
we bought a flea circus," Kluge 
asserted. A $30,000 research project 
recently revealed that WRl T L r the 
company's iiuernatiomd broadcast- 
ing station, was something less than 
an ideal property for Metro, and it 
was promptly sold. The company 
also engages in basic research in 
areas such as materials handling. 

Last year. WNEW-TV claimed 
some $100,000 of the total research 
budget and close to $200,000 was in- 
vested in outdoor advertising re- 
search for Foster R: Kleiser. The rest 



ol die budget was distributed 
among the uihei Metro stations, 
corporate projects, and also main- 
tained the company's research stall 
ol l.'i men and women. 

The head and guiding spirit of 
Metro's research operations is Mary 
L. McKenna, vice president and di- 
rector ol research and sales develop, 
tnem. In this position she is re- 
sponsible for planning, executing 
and often personally presenting 



Medo's icscaich piojens. In addi- 
tion, Mrs. M< Kcnua tiaitts the 
Metio sales lone in the ellei the use 
ol rcscarc h data. 

Mis. M< Keuna's ad\eiiisiug <a- 
ic-er extends ba< k to I'J'W w hen she 
joined Young & Kuhuain as a me- 
dia scnetarv. A graduate ol the 
Columbia I'uiversity School ol 
business, she has seived as head ol 
the media research depai liueitt and 
as broadcast media supervisor loi 



Benton & Bowles; director of re- 
search and sales development for 
WiS'KW radio, and in several oilier 
posts. 

Attractive and soft-spoken, Mrs. 
McKenna looks much more like a 
young Westpoi t matron than a suc- 
cesslul and highly regarded execu- 
tive in one of the world's most com- 
petitive businesses. Yet in her gen- 
tle hands, researc h is often wielded 
as a bludgeon to win recognition 
and billings for Metromedia. 

Research gets the client. For ex- 
ample, last December WXEW-TV 
was engaged in a dog-fight with an- 
other New York station for a $250,- 
000 Bosco one-station campaign on 
children's programs. Both WXF.W 
and the other station presented 
(Please turn to page 58) 




"A medium can demonstrate its worth only by research" 

Mary I,. McKenna, vice president and director of research anil sales development 
for Metromedia, a woman in a man's world, lias earned respect of media iraternitv 




"Never let our promises exceed our performance" 

John W. Klugc, president and chairman of Metromedia. His background in die 
food business demonstrated the need for research in all media marketing operations 
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New spot radio estimator published 



■ ■ • - 

Katz Estimator rr6 based on NCS '61 
Designed to estimate radio campaign costs 
Tabulates minute-spot costs in top 150 markets 



Radio rate?, appear to be holding 
the line. Indications ol this are 
to he found in the all-new edition 
of the "Spot Radio IJudget Esti- 
mator" (#<">) prepared hy The 
Kat/ Agency and released last 
week. 

Designed to provide quick an- 
swers lor acheitisers planning a 
radio campaign, agency tituebuy- 
eis and other media planners, the 
estimator tabulates the cost ol I 2 
one-ininuie announcements per 
week for 13 weeks in l. r >0 markets, 
in traffic, clay and evening time 



classifications. It also adds a form- 
ula for estimating the cost ol 12 
or 2-1 announcements per week for 
.schedules of one, six, 13, 3!), and 52 
weeks. 

NCS '61 used. Ik-cause ol one 
important change in the Estimator, 
however, exact comparisons be- 
tween this edition, the sixth, and 
the previous five cannot be made, 
Daniel Denenhol/, vice president 
and director of research for Katz, 
cinphasi/.es. "'Ehis change is the 
use ol data from NCS (Nielsen 
Coverage Service) 'til for the first 



time," he notes. "Previous editions 
were based on NCS No. 2 (I95(i). 
The estimator was not designed 
lor trend purposes, but as a work- 
ing tool." 

Denenhol/. adds that budgets 
based on this estimator will he on 
the high side since the stations 
coveted in each of the top 150 
markets are those having the larg- 
est total daytime weekly circula- 
tion and tend to be the higher cost 
stations. "A limebnyer would not 
necessarily use all of the top sta- 
tions for his schedule which could 
lower costs somewhat." 

Among the highlights of the new- 
edition were: 

• A minute announcement, 
based on 12 per week for 13 weeks, 
can be purchased in trnilic time 
(rates covering, generally, the most 
time between 7 a.m. and 9 a.m. 
and between 1 p.m. and C> p.m.) in 
the first 50 markets for $2,211.21; 
in the first 100 markets for $3,037.- 
33, and in the first 150 markets lor 
$3,509. M. 

• A minute announcement, 
based on 12 per week for 13 weeks, 
in daytime (rates covering, general- 
ly, the most time between 9 a.m. 
and 1 p.m.) costs $1,817.81 in the 
first 50 markets; $2,533.13 in the 
first 100 markets, and $2,950.95 in 
the first 150 markets. 

• A minute announcement, 
again based on 12 per week for 13 
weeks, in the evening (rates cover- 
ing, generally, the most time be- 
tween f> p.m. and 11 p.m.) is $1,- 
320. Hi in the first 50 markets; $1,- 
880.10 in the first 100 markets, and 
$2,231.85 in the first 150 markets. 

Rate equivalents. The spot radio 
estimating formula provided by 
Katz shows the one-time rate in 
traffic time to be equivalent to 
120% of the daytime rate, while 
the evening rate is but 75% of the 
daytime rate. Using 12 announce- 
ments per week for one week, the 
rate for traffic time is 98% of the 



Formula used for spot radio estimates 

Based on minute announcement rates 100°f o — 



daytime one-time rate 

Traffic time Daytime Evening 

One-Time Rate 120% 100% 75% 

12 anncts. per week 

1 week 98% 81% 60% 

6 weeks 95 79 58 

13 weeks 92 77 56 

26 weeks ' 88 73 53 

39 weeks 87 72 52 

52 weeks 84 70 51 

24 anncts. per week 

1 week 88% 70% 53% 

6 weeks 85 68 50 

13 weeks 81 65 48 

26 weeks 78 63 46 

39 weeks 77 63 46 

52 weeks 75 61 45 



Formula is delived from tabulation of Kites of stations Used in csliiualoi 
lor top 5(1 markets. Tests indicate the relationship of specified rates 
anion}; top 50 is essentially the same as among all 15(1 markets listed 
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daytime one-time rate, according 
to the formula, and scales down 
to 8-1% for 12 announcements per 
week over a 52-week period. 

Similarly, the daytime rate for 
12 announcements per week ranges 
from 81% of the daytime one-time 
rate to 70% when 12 announce- 
ments per week are run over 52 
weeks. The range for 12 announce- 
ments goes from 00%, of the day- 
time one-time rate to 51% when a 
52-week schedule is used. 

With 2-1 announcements per 
week, the traffic lime rate is 88% 
of the daytime one-time rate over 
one week while for 52 weeks, the 
formula shows it to be 75%. 

The estimator is based on a spe- 
cial tabulation of stations prepared 
by A. C. Nielsen on special order 
by Km/. Using the list of the sta- 
tions in each market with the larg- 
est daytime circulation, Katz com- 
piled rates from the 1 November 



!!)t')2 issue of SRDS Spot Radio 
Rates and Data. Rates arc tabu- 
lated for the 150 markets, based on 
die use of one station in each mat- 
ket. 

According to Kat? Agency, "mar- 
kets are ranked according to the 
station in each metropolitan area 
or home county with the largest 
total daytime weekly emulation. 
However, because of statistical lim- 
itations in the NCS data, it was 
not deemed advisable to show a pre- 
cise ranking of markets. Accord- 
ingly, they are arranged in rank 
groups of ten, with individual mar- 
kets listed alphabetically within 
each rank group." 

Since the publication of NCS No. 
2 in 195f>, Denenhol/ reports, many 
changes have taken place prior to 
the preparation of NCS '01. These 
include new market rankings, new 
stations, changes in die power of 
the facilities, etc. These changes 



it's tilted in a number ol diflci cut 
stations being used foi the tost tab- 
ulations in die sixth edition. 

One-time rates are also included 
in the estimatoi. A one-time day- 
time announcement in the top 50 
markets would cost S2.-101.00; in 
the top 100 markets $3,299.00, and 
in the first 150 markets $3,873.1 1, 
the estimator shows. 

In arriving at discount, all plans, 
iii( hiding run-of -station, were used 
where available, except in two sit- 
uations: r-o-s or "fixed but pre- 
emptible" plans were not applied 
to traffic time unless the conditions 
of the plans clearly held lor this 
area, and special weekend plans 
were not used. 

Rates for one time only in the 
daytime ranged from a high S 1 05 in 
New York to $C> in El Paso. Tex. 

In traffic time, rates range from 
a high of S128.25 in Detroit to 
$5.f>0 in Abilene, Tex. ^ 



Cumulative totals for announcements by market groups 



COST PER MINUTE ANNOUNCEMENT 

Based on 12 Per Week for 13 Weeks 



One 
Time 





Traffic Time 


Daytime 


Evening 


Daytime 


1ST 10 MARKETS 


$ 805.26 


$ 686.13 


$ 482.25 


$ 899.00 


1ST 20 MARKETS" 


1,276.12 


1,055.36 


~724.00 


1,395.00 


1 ST 30 MARKETS 


1,641.93 


1,382.24 


1, 002.8 r 


1,801.00 


1ST 40 MARKETS 


1,915.63 


l76067l4 


1,122.76 


2,103.00 


TST 50 MARKETS 


2,211.21 


1,847~84 


17320.46 


2,401.00 


1ST 60 MARKETS 


2,442.51 


2^041.89 


1,46776 


2,644.50 


TST TolVIARKETS 


2,626.71 


~2, 179. 19 


1,591.26 


2,825.50 


1ST 80 MARKETS 


2,785.65 


2T3T7.30 


1,703.82 


3,002.00 


1ST 90 MARKETS 


2,917.78 


2,431.93 


1,800.70 


3,149^50 


1ST 100 MARKETS 


3,037.33 


2,533.13 


1,880740' 


3,299.00 


1ST 110 MARKETS 


3,157.53 


2,636.73 


1,973.50 


X437.50 


1ST 120 MARKETS 


3,259.43 


27722783" 


2,051.85 


"3755541 


1ST 130 MARKETS 


3,345.83 


2,804.23 


2,125.25 


3,672.51 


1ST 140 MARKETS 


3,427.78 


2,879.43 


2,188.45 


3,775.71 


1ST 150 MARKETS 


3,509.14 


2,950.95 


2,234.85 


3373. fl 
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Irv Schwartz McGavren-Guild Co. 
V.P. & Gen. Mgr. Mid-West Time Sales 



"TIMEBUYER'S 
CORNER 
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Media people: 
what they are doing 
and saying 



Hottest rumor ol (lie week lias it that Ed Papa/ian, Cray and 
Rogeis (Philadelphia) media dhettor, is getting ready to .swap buying 
for selling. Reports persist that he lias been tagged to man Kat/'s 
soon-lo-be-uiiwi apped new tv sales shop in I'hilly. Word of caution: 
77m I'afiazinn is not to he ton fused with liliDO's saine-nonie mun 
who is still very much in attion in the (iotliani ofjitc of this agency. 

II Mt Cann-Ei kkson's (N.V.) recent reton vers ton lo the group plan 
had been contrived solely to throw unsuspecting reps into a slate of 
utter confusion, they couldn't have been more successful. Reps teijort 
the account reshullling has caused frustrating instances like subjecting 
avails to the wrong buyer, etc. So, as a public service to this league 
of befuddled brethren, we present here a dossier of what accounts 
now go with which buyers. 

Brendan Bioderick: Best Foods-Corn 1'ioducls, Savings &: Loan. 

Phil Stuniho: Westinghouse Electric Corp.; (major appliances, 
lamps, water coolers, air conditioning, residential marketing), Cana- 
dian National Railways, Cowlesd.ook, McCregoid)oniger. Owens- 
Corning Fiberglass, Trans-Canada Airlines, Xorex Lab. 

Moi l Weinsiein: Buick, Humble Oil. 

Abbey Lester: Coca-Cola. 

Judy Bender: John Hancock, Xestle Chocolate. 
Ethel Melther: Xestle (collee division). 

Virginia Conway: Xestle (Chocolate and Coffee) Ocean Spray, Min- 
ute Maid, National Biscuit bread. 

Helen Burger! : National Bisc uit (Biscuit division), T\ rex. 




Detroit station plays host to admen in New York 

Contributing to the success of \V\VJ, Detroit, hosted Stork Club party in 
New York recently were (l r): PGW's Vic Piano; I.aRodie buyer Sandy Mos- 
beini; and WW) gen. mgr. Jim hclliavonc. Nearly 200 admen attended 

Can't Help wondering: Whether Fuller & Smith & Ross' (N.Y.) 
Dorothy Shahinian will follow former boss Don Leonard to Kudner. 
Dorothy tendered her resignation last week to F&S&R. 

(Please turn to page 10) 
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WHO-TV's 
FIGURES 
"STACK UP"! 



The Nielsen '61 map shows how WHO-TV 
covers Central Iowa, plus — but take a look 
at the market-data figures for this 42- county 
area: 

TV Homes 290,560 

Households 328,590 

CSI $1,914,739,000 

Farm Households 72,994 

Gross Farm Income. . ..$1,006,961,000 

Food Sales $ 295,009,000 

Gen. Merch. Sales $ 136,641,000 

Home Furn. Sales $ 57,579,000 

Automotive Sales $ 241,026,000 

Gas Station Sales $ 119,710,000 

Drug Sales $ 43,530,000 

Total Ret. Sales $1,377,012,000 

(Sources: May, '62 SRDS: Iowa Annual Farm Census, 1960: 
June 10, 1962 Sales Management.) 

Get your share of this great market — most 
economically. WHO-TV offers you lowest 
costs-per-thousand on many great spot buys. 
Ask Peters, Griffin, Woodward, Inc. 






3-TV 
UJ OTV 
U JO-TV 
P /IOTV 
, HO-TV 
^HOTV 
UJ HOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 
UJHOTV 



CHANNEL 13 • DES MOINES UJHOTV 




PETERS, GRIFFIN. WOODWARD, INC., 
National Represenlalhes 
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is not all 
we offer. . . 

• personal attention 
'•effective merchandising 
>value plus rate plans 




CHATTANOOGA 



CALL <m AOVf- RTItilNG TIMC SALbS INC. 



ONE BUY... 

CITY-GRADE 
COVERAGE OF 

TWO MARKETS 

WALA-TV is the only Mobile sto- 
tion that also delivers city-grade 
coverage in Pensacola , . . 
PLUS coverage of the rich Missis- 
sippi Gulf Coast; the industries 
and military installations of West 
Florida and dozens of inland cities 
and towns. 

The WALA-TV Market- 
Over A MILLION PEOPLE with 
nearly $2 BILLION to spend! 



Contact: 
Select Stations, Inc. 
or 

Clarke Brown Co. 



TALLEST TOWER ON THE GULF COAST 





MOBILE - PENSACOLA 



NOW! 



TIMEBUYER'S 
CORNER 



Continued 



And iii the yoii-nevei-ean-itdl-wliai-wUl-liappen-next dept.: Alter 
handing in lii.s resignation to his agency a couple of weeks hack, 
Jason of Del-Wood (New York) exploded a liappj bombshell by 
announcing that he had changed his mind and woidd stU) on. All of 
which sounds like a nice, normal thing to do except in this instance, 
Jason stated these intentions at a farewell dinner (which set the com- 
pany hack something like SI20) and alter he had been presented 
with a gold desk set poignantly engraved "To Jason of Del-Wood 
fioni your friends and co-workers who love yon very much." But no 
one at Del-Wood seems to mind one little bit: his colleagues there all 
happih report they're delighted he changed his mind. 

Zlowe (New York) threw all superstitions caution to the winds and 
moved its entire media department last week from the 12th to the 
1.1th floor. 




Timebuying: Southern-style 

Henderson (Greenville, S. C.) media buyer Sally I.uttrell is shown here look- 
ing over cl<>( umenteil merits of Virginia and X.C. markets as covered by WSl.S- 
TV, Roanoke, Va„ with help of the station's vp. gen. infir. Horace Kit/.patrick 

Agency-hoppers: Ray Fertakos, who bought on Humble Oil (under 
the new group plan) at McCann-Fiickson (New York) switched to 
SSC&dS (New York) . . . Ogilvy, Benson, Mather's (New York) Pete 
Bcrla moved to Carl Ally (a new New York agency) as media director. 
He'll be handling Volvo account . . . McCann-Marschalk's (N.Y.) Jeff 
Fine went to Reach, MtClinton (N.Y.) to buy on Breeze and other 
Lever products. 

In the mean time, back at OBM, the recent reorganization of its, 
media department has resided in a bit of account reshuffling and title 
changes. For example: Art Topal turned over his Tetley Tea leaves 
to Clifl Jahr and was named media supervisor on Bristol Myers, Lever, 
Bros, and KLM; senior media research analyst Steve Salonites was 
made media supervisor on General Foods; and Frank Menner went 
from buyer on Shell Oil to media supervisor on that account. +\ 
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^Automobile Sho^t 

Centre Square • Philadelphia 




Orukter Amphibolos 

The above machine is now to be seen moving 
round the Centre Square at the expense of the 
workmen, who expect 25 cents from every gen- 
erous person who may come to see its > operat on 
but all are invited to come and view it, as well as 
those who cannot as those who can conveniently 
spare the money. OLIVER EVANS 



FIRST ON THE ROAD 
IN PHILADELPHIA 

1804, when the Philadelphia Board of Health ordered 
iver Evans to build-a steam engine for cleaning docks, 
e "horseless carriage" made its debut. 

ccording to Pulse, Hooper and XCS 



America's first wheeled vehicle to move under its own 
power puffed slowly, with great shrieking sounds, to 
the river's edge and away it sailed. The versatile 15-ton 
Orukter, first steam-powered master of road and river, 
was air-conditioned hut had no radio. 

On the road today, as well as in the home and on-the-job, 
Radio go is first in listcnership* in Philadelphia, the 
City of Firsts. 

Represented by Ktilz Agency 



LOS ANGELES 

i KGBS 


PHILADELPHIA 

ll'IBG 


CLEVELAND 

uur 


MIAMI 

ircB.s 


TOLEDO 
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DETROIT 

II'} BK 


STORER 

BRQ.1DCASTIXG COMPANY 


NEW YORK 

H'HN 


MILWAUKEE 

WITt-TV 


CLEVELAND 

MH'-TI" 


ATLANTA 

tl'ACJ-Tr 
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DETROIT 
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ADVERTISERS & AGENCIES/sponsor-week continued 



Admen no longer fear Kennedy, AFA told 



Flu- ad\crtising industry appears 
to have rt*\ isttl its opinion of the 
Kenneth Yclininistration, moving 
from ",i climate of I car to one ol 
quiet confidence." the . r )ih viinual 
Mid-Winter Conference, co-spou- 
soicd l>\ the Advertising Federa- 
tion ol Ainetita and (lie \d\enis- 
ing Assn. ol the West, was told last 
week in Washington by Arthur (.'. 




Keynote speaker 

Arthur C. Fatt, Grey Adv. chairman, who ad- 
dressed AFA-AAW conference last week 



Fatt, (In*} Advertising chairman 
.ind Cnulerence chairman. 

basing the remarks in hi.s key- 
note address on a survey he took 
ol l(i presidents ol America s lead- 
ing advertising agencies, Fait also 
>aid he received a lew negative 
comments about "Irustraiing delays 
in the Food and Drug \dniinisira- 
tion," "the method ol FCC pro- 
nouncements in respect to their 
guardianship of public taste," and 
'the viewpoint of the FTC that 
I he FTC should have the power of 
in juiH tion." 



The FTC's position on the lat- 
ter point was explained by FTC 
chairman Paul Rand Dixon. Tem- 
porary cease-and-desist orders, he 
said, speed up the process of war to 
ensure thai no "unprincipled ad- 
vertiser can delay justice long 
enough to make a killing." 

Earlier, Dixon said, "... I think 
)ou ran already see that the com- 
mission is moving strongly toward 
iis original purpose ol preventing 
law violations instead of riding on 
a white horse to make a lutile ex- 
ample of an unfortunate lew. W'e 
are quite aware that most viola- 
tions ol die law result from com- 
petitive pressures." 

Speaking lor die lood industry, 
l'aul S. Willis, Crocery Manulai- 
I uiers of \meric a president, claimed 
the industry has emerged as the 
"leadership industi s "- — proceeding 
steel and autos — and said, ". . . ad- 
vertising is one of the key factors 
in the industrs's fabulous and 
steady growth, In fact, promotion 
and adveitising are the lifeblood 
of this industry." 

Willis (whose lalk before the 
I \T> last lall about more "coopera- 
tion" from the tv industry incited 
much impassioned protest) also 
told the AFA/AAW Conference, 
"Realistically, it makes good sense 
foi government 10 recognize that 
advertising is a real force for busi- 
ness expansion, because govern- 
ment depends upon private enter- 
prise to provide nearly all of our 
tndusttial development, employ* 
men!, goods and services, and go\- 
crnment revenue." 

Fatt told the assemblage of 1,000 
advertising executives and govern- 
ment officials that, in his opinion, 
government and advertising "can't 



allorcl the luxury of being antag- 
onists." We have a massive job be- 
fore us in this country of getting 
our economy moving upward, ol 
increasing the gross national prod- 
uct, ol dealing more jobs. 

"Our industrial economy," he 
continued, "based as it is on mass 
production, cannot be sustained 
without an economical method of 
mass seling. THAT is advertising. 
Simply thai. This administration 
has shown its awareness of that 
lact. The advertising business has 
in turn shown FFS awareness of 
that understanding." 

Of the Hi respondents, whose 
agencies handled an estimated 
SI ,970,000,000 in U. S. advertising 
in HKi2, 11 fell thai the advertising 
industry's relations with govern- 
ment were much the same under 
the present administration as they 
had been during the Republican 
Eisenhower Administration. 

Five of the Ki presidents thought 
government-advertising agency re- 
lations had worsened since the 
Kennedy Administration began, 
one of which added "but not sig- 
nificantly." 

Among the hopeful signs spotted 
by i he agency heads were: 

1) The President's defense of 
Douglas Aircraft's right lo adver- 
tise Skybolt. 

2) Commerce Secretary Hodges' 
expression on the need lor adver- 
tising and its importance to the 
growth of our economy. 

3) The President's 14 December 
speech before the Economic Club. 

4) The fact that the Kennedy 
advisors whose names were most 
disturbing to the advertising indus- 
try do not seem to be in influential 
positions. 



Higher education sought 
for communicators 

'Fhe communications industry 
can no longer "fly by the seat of its 
pants" in let rutting new leader- 
ship, Jacob \. 1- vans, vice president 
of Tvli's central division, told the 
St. Paul Advertising Club in a 



speech prepared for delivery there 
today (1 1 February) . 

Noting that the communications 
industry- — tv, radio, newspapers, 
magazines — historically has trained 
iis own professionals, Evans asked, 
"(lan we continue to do it? Is our 
profession less mature than, say, 
automobile mechanics, where trade 
schools train people before they en- 



ter the trade? 

"Is communications a less impor- 
tant profession?" he went on. "Are 
we to continue to "fly by the seat 
of our pants' in recruiting and 
training people who will be our 
communicators in a society so much 
more complex than today's?" 

The responsibility must be shared 
by colleges and universities, Evans 
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said, "The (re;ui\e people in com- 
munications . . . ihc. writeis, l he 
producers, the salesmen, the ad- 
minisiralors, must be trained in the 
art ol communications prior to 
joining our profession." 

Evans charged that our institu- 
tions of higher learning, with a 
few notable exceptions, are doing 
nothing to meet the challenge, par- 
ticularly in the area of commercial 
programing. 

$1.5 million campaign set 
for canned soft drinks 

The steel industry will launch a 
SI. 5 million consumer promotion 
this summer to advance the use of 
tinplate for soft drink cans. Tele- 
vision will receive between 40 and 
50% of the budget, with the re- 
mainder shared by newspapers and 
outdoor billboards. The campaign 
will concentrate in the top 40 soft 
drink selling areas, beginning 20 
May and ending 20 August. 

A total of 52 ten-second spots 
will be broadcast in each market. 
Four spots per week will be aired 
in each market on Wednesday, 
Thursday, and Friday evenings in 
prime time. Comedian Milt Kamin 
will demonstrate the advantages of 
canned carbonated beverages in the 
television commercials. 

In-store merchandising will fea- 
ture it 10-foot display with three 
large cans rotating to create atten- 
tion in the center of a mass display 
of canned soft drinks. It will ap- 
pear in 7,000 supermarkets. 

Ten tinplate producers are spon- 
soring the campaign, to be con- 
ducted through the American Iron 
and Steel Institute. The participat- 
ing companies are Bethlehem Steel, 
Granite City Steel, Inland Steel, 
Jones & Laughlin Steel, Republic- 
Steel, U. S. Steel, Wheeling Steel, 
and Youngstown Sheet & Tube. 

Agency is BBDO, Pittsburgh. 

PM launches new filters 
new "humiflex" package 

Philip Morris, Inc., last week in- 
troduced a new packaging concept 
into cigarette marketing with the 
debut of two new filter brands — 
Saratoga and Paxton — in four mar- 



kets. 

Both radio and television ate 
being used extensively to introduce 
the" two brands. Introductory mat 
kets lor mentholated Paxton are 
Fresno and Tulsa. Saratoga is 
being introduced in Hart lord and 
Sacramento. 

TV and radio commercials for 
both products are eiuphasi/iug the 
new "Huinillex" package, which is 
made from oriented polystyrene, is 
seamless, and has a reclosable cap. 
Television commercials show the 
package submerged in water to dra- 
matize its water-proof qualities*. 
Copy also stresses the moisture, fla- 
vor, and aroma retention qualities 
of the package. 

Commercials for both brands 
point out i he advantages of a dou- 
ble filter. For Saratoga, copy says 
of the first filter that it "scrubs the 
flavor to make it clean," and "it 
smooths the taste"; the second filter 
"makes Saratoga extra mild." For 
Paxton, the first filter is described 
as a humidifier that "freshens the 
flavor with every pulf"; filter No. 
2 makes Paxton "extra mild." 

Agency is Benton & Bowles. 

Advertisers 

Philip Morris is providing the first 
financial breakthrough for WNDT, 



the new education; 
New Yoik. 

A spec ial scrvic e 
today, I 1 Febi nai ) 
writing the costs of 
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Dr. Samuel B. (, 
ol KdiK niional Bio; 
which owns the si; 
on-the-air pica lor 
anc e. 
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ould, president 
idc asling i'Aii p., 
ition, made an 
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There are still four clays to go until 
entry deadline (15) for the Ameri- 
can TV Commercials Festival. 

And this special incentive is be- 
ing offered to local advertisers, 
their agencies, individual tv sta- 
tions and production companies: 
all entrants of local or single mar- 
ket commercials will be eligible to 
book, without charge, the reel or 
reels of entries in that category 
after the Festival has taken plate 
ill New York on 24 May. 



The National Food Brokers Assn. 
as part of a long-range expansion 
program, has made some personnel 
changes to provide increased serv- 




Veterans of agency broadcast business feted 

These four veterans in broadcast activities were among the 12 Needham, Louis & Brorby employ- 
ees honored for long service. i-n Gloria Sorensen, supervisor prod, coordination; Marianne Monahan, 
timebuyer; Arnold E. Johnson, v.p., are ten-year vets; Christopher Ford (r) 15 year man 
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ires ;md information For its mem- 
bers. 

Mark AT. Singer has been ap- 
pointed vice picsident and director 
ol all NTT. A staff operations, in ad- 
i] it ion to his job as director ol in- 
formation; Robert II. Voighl, as 
vice president, will handle govern- 
ment and trade relations, and Lc- 
Roy Ncwkiik is now assistant trcas- 
urei and administrator, insurance 
program. 

Fate lifting— and new lomiula, too: 
Johnson's "Clo-Coat," 30 year vet- 
eran ol the sclfq>olishing wax held, 
is gelling a new loi inula and will 
be pac kaged in three new sizes of 
round containers with domed tops 



has issued its final order requiring 
Borden to stop discriminating in 
pi ice in selling any ol its f<x>d prod- 
ucts. Adopting a proposed order 
issued last 2S November, the com- 
mission disallowed (he objections to 
it fded by burden. 

Agencies 

\ subject of immediate concern to 
agenev people who travel and en- 
tertain will be clarified at the 20 
February meeting of the -lA's Cen- 
tral Region, in Chicago. 

John P. Lindgren, of Arthur 
Anderson is: Co., Chicago account- 
ing firm, will interpret for the Chi- 
cago -1A Council substantiation re- 




Celebrates silver anniversary of service to Compton 

Julie Brown, vice president and associate media director of Compton, accepts congratulations 
from Allen F. Flouton, executive vice president, after being awarded pin for 25 years of service 
with the agency from Walter Barber (I), vj)., associate media dir., who heads 25-Year Club 



and handy snap-top caps. 

Literary note: A new book is about 
to be added to children's libraries 
around the country. It's "Randy, 
The Transistor Radio," and author 
Milton I). Thai berg, vice president 
ol Merchandising for Son) Corp. of 
Vmcrica, conceived it as a public 
lelaiions tool lor the company. It 
has 21 pages and a hard covet, il- 
lustrated throughout by Leonard 
Shoriall, noted American children's 
art ist, 

On price discrimination: The FTC 



cpiircinents of 19G2 Internal Reve- 
nue Act regarding travel and en- 
tertainment expense. 

There will be time for questions 
Iroin the iloor. 



FCC was guilty of an oversight in 
its recent complaint against Ster- 
ling Drug and Dancer-Fit/gerald- 
Sample for advertising based on a 
comparative study of Bayer Aspirin 
and four competitors. 

Commission forgot to mention 
Thompson-Koch, New York, the 



other Sterling agency which panic i- 
paied in the pieparatiou and place- 
ment of the challenged advertising. 



It isn't often that the head of an 
ad agency does some public finger 
pointing on the subject of media 
departments but Daniel A. Whit- 
ney did just that before the Febru- 
ary meeting of the Assn. of Pnlj- 
lishcrs Representatives. 

Lauding media representatives, 
Whitney said they rarely get the 
attention and cooperation clue 
them by many media buyers, lie 
blamed agency management atti- 
tudes as the cause of the prob- 
lem, saying low wages paid media 
personnel often attract poorly 
ecpiipped people to the media buy- 
ing field. "These underpaid, rcla- 
thcly ineffective people do not 
understand their job in the fullest 
sense and cause media representa- 
tives a great deal of useless effort 
and anguish." 

For after-hours scholars, a course 
in the broadcast commercial, fea- 
turing lectures by industry leaders, 
will be conducted by Boston Uni- 
versitic's division of continuing ed- 
ucaion, beginnng 20 February. 

Under the instruction of William 
II. Mcintosh of Kcnyon & Eck- 
hardt, the 12-meeting weekly course 
will seek to explain the strength 
and limitations of radio and tv 
advertising and provide practical 
cx|)cricnce in writing broadcast 
commercials. 

Course sessions will be held on 
Wednesday, from 7-9 p.m. 

Agency appointments: Manhattan 
Shirt Co. to DCS&S for its men's 
division. Daniel & Charles contin- 
ues as agency for the Lady Man- 
hattan division . . . Alto Automo- 
tive Products, Edward F. Gurian 
Co., and Eric Clothing, to Shaffer- 
Rothenberg, Chicago, previously 
known as Shatter, Rothcnberg & 
Muta . . . The Flavour Candy Co. 
of Chicago to M. M. Fisher Asso- 
ciates . . . Earl Williams Motors to 
Resor-Anderson-Etcetera, Oakland 
. . . Village Inn Gourmet Foods to 
R. Jack Scott . . . KTVI, St. Louis, 
to Winius-Brandon . . . Grand Ba- 
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liama Development Co. Ltd. to 
Scope Advertising, New York . . . 
Ellis Fluid Dynamics Corp. to 
Donald L. Arends . . . Skyline Tele- 
vision Network, K YA, S;in Fran- 
cisco, to Allen, Dc St. Maurice & 
Scroggin agency of San Francisco 
. . Avoset ($1 ()(),()()()) to Long Ad- 
vertising, San Francisco . . . Allied 
Old English to Venel Advertising 
for two product lines of its Moth- 
er's Pantry brand of prepared foods 
and beverages . . . Eli Lilly Jb Co., 
pharmaceutical manufacturer, to 
Needham, Louis !(: Brorhy . . . the 
Wrather Corp., which owns several 
xv properties including "Lassie." 
"The Lone Ranger," and "Sergeant 
Preston of t he Yukon," to Rogers 
& Cowan as corporate public rela- 
tions council .. . Noxema Chemical 
to Dancer-Fitzgerald-Sample for 
its Shave Creams, from DCS&S, and 
for its Skin Lotion, from SSC&B, 
and for two new products ready for 
test marketing. SSC&B also got two 
new products which will be intro- 
duced in test markets within the 
next 60 days. Other products con- 
tinue in present agencies. 



New agencies: Douglas Warren, 
vice president and account super- 
visor of Smith/Greenland, left the 
agency to open a new shop. It's 
located at 60 East 42 Street, New 
York . . . Four former executives 
and creative men from D'Arcy have 
banded together to form a new 
agency. Involved are George L. 
Stemmler, Jr., Larry Hart ram, 
Homer Tsakis, and Jack Payne, 
with offices set up at 317 North 
11th Street, St. Louis . . . Molony 
Newhoff has opened its doors as an 
advertising-public relations firm at 
5455 Wilshire Blvd., with clients 
billing in excess of $250,000, ac- 
cording to president D. P. Molony. 
Mel Newhoff is vice president, and 
major clients are companies owned 
by Cosmo Capital. 

Resignation: Geyer, Morey, Ballard, 
has resigned the ASTA (American 
Society of Travel Agents) account, 
with the agency since 1946. 

Progress report: Membership in the 
Advertising Assn. of the West 
reached a total of 45 senior clubs, 
five junior clubs, and 6,500 indi- 
vidual members during 1962, ac- 



cording to executive vice president 
Charles \V. Collier. 
New quarters; The M. B. Scott Ad- 
vertising Agency of Los Angeles lias 
purchased a three-story building ai 
8721 Sunset Boulevard, moved in, 
and c hanged the name of the build 
ing to— the M. B. Scott Building. 

Name change: The B. Lewis Bur- 
ton Advertising Agency ol Los An- 
geles is now Burton & Booth fol- 
lowing the addition of Charles A. 
Booth as a principal and lull part- 
ner. Booth previously was a prin- 
cipal in the Cage, Booth & West 
agency, also Los Angeles. 

Looking forward to: The 19 Febru- 
ary annual meeting of the Michi- 
gan Council of the American Assn. 
of Advertising Agencies. Highlight 
of the meeting will be a program 
called "Insight," which will take a 
sharp look at creativity as practiced 
in agencies and in print and broad- 
cast media. Chairman of the meet- 
ing is Joseph G. Standart, Jr., vice 
president and Detroit manager of 
Young &: Rubicam and a governor 
of the Council. 

To j) brass: John B. Stodelle has 
been promoted to general partner 
of the ten-year-old Wilson Adver- 
tising Agency of San Diego and the 
company name has been changed 
to The Wilson Stodelle Co. . . . 
Avery McBee, formerly Washing- 
ton vice president of Hill 8: Knowl- 
ton, to vice president in charge of 
the Chicago office. 

New v.p.s: George Burn and Je- 
rome L. Simons at Enyart & Rose. 
Los \ngeles . . . Stanley T. Peter- 
son at Guild. Bascom k Bonfigli 
. . . Carroll R. Layman at George 
Ray Hudson Advertising. He'll he 
new business manager and radio tv 
director . . . Malcolm Lund at 
Knox Ree\es . . . Dale Anderson at 
Meedham. Louis Brorhy, Chicago 
. . . Donald C. Avers, Norman D. 
Gary, and Gerald S. Schoenfeld at 
Cunningham Walsh. 

PEOPLE ON THE MOVE: 
Joseph F. Schramm to media direc- 
tor of The Manchester Organiza- 
tions . . . Glee A. Duff II to radio 
and tv media director of Gray & 
Rogers, replacing Edward Papazi- 
an, who moves to the Philadelphia 



ulliic ol Kuu Frank L. Kieli to 
media supervise » ol Elkinan Ad 
vert "sing . . . Locke Turner to ac- 
count executive at Young &: Rubi- 
cam, Los Angeles . . . Arnold Gross- 
man to copy chiel at Harold Walter 
Clark, Denvei . . . Malcolm Rob- 
ertson to account executive on suit 
goods accounts at Yarclis Advei Us- 
ing . . . Ronald L, Toll) to media 
director ol Conipton, Los Angeles. 
. . . Jon Werolin to assistant media 
director ol I lonig-Cooper & Har- 
rington, San Francisco, from J. 
Walter Thompson ... J. William 
I). Wright to account representa- 
tive at N. W. Ayre . . . Charles II. 
Felt, vice president of Mac Mantis, 
John & Adams, to creative director, 
nioomfield Hills . . . Richard K. 
Diehl and W. Raymond Win field 
to account executives at Needham, 
Louis k Brorhy. 

Kudos: Advertising Woman and 
Man of the Year in San Francisco 
are Katharine Doyle Spann of L. C. 
Cole Co. and Walter Guild, presi- 
dent of Guild, Bascom Jv: Bonfigli. 
Awards committee chairman Ken- 
neth Sells presented the honors at 
last month's meeting of the San 
Francisco Acl Club . . . Thomas C. 
Wilson, owner of the Reno agency 
of that same name, was singled out 
by Nevada Governor Grant Sawyer 
to head the State Centennial Coin- 
mission, which is planning for the 
observance of the state's 100th 
anniversary in 1961 . . . Pres- 
ident John 1". Kennecb sent to the 
V. S. Senate his nomination for re- 
appointment ol Sigurd S. Larmon 
to the U. S. Advisory Commission 
on Information. As board chair- 
man of Y&R, Larmon will be pre- 
sented with the Gold Medal Award 
lor "Distinguished Service to Ad- 
vertising in 1962" at an awards 
luncheon on I 1 February at New 
York's Americana Hotel. 

Obit: One of the West coast's ad- 
vertising leaders for more than 50 
years died 24 January. He was 90- 
year-old C. P. Constantine, founder 
of the Constantine agency in Seattle 
in 1906. The agency later merged 
in 1919 with the Portland-based 
Botsford agency, the first of several 
steps to the establishment of Bots- 
ford, Constantine &: Gardner as one 
of the nation's leading agencies. 
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Purex specials to probe ministry, 
gambling, and the Kremlin 



Purex Corp. will t;i( kle three 
highly < ontrovcrsial subjects — gam- 
bling, the Kremlin, ami ilie minis- 
try — in a new series ul s| ><_-< i;i 1 pro- 
grams set last week on N'JSC TV. 
The I'll rex sponsorship was one of 
many signed hv the network in the 
past month, a period in which some 
S12 million in business was re- 
corded. 

Winner of mail) awards for such 
programs as I'urtx Specials for 
Women and The World of Hob 
Hf>l>e (ami others) , the advertiser 
will schedule a total ol 15 specials 
on M'.C TV in 19(13 from April 
through September, all in the time 
period 10 to 1 1 p.m. MIC While 
Paper: Business of Gambling leads 
olf 28 \pril, lollowed by Moscow.- 
Kremlin on 21 May ami The Ouiet 
Revolution , "an objective picture 
of a significant trend among Ameri- 
ca's clergymen: their increasingly 
ac live role in tackling social prob- 
lems, from civil rights to juvenile 
delinquency." set for 27 June. All 
are new programs. 

Through the summer, Purex will 
feature 12 repeats including eight 
from The World of series. II*/// 
Rogers, Mark Txeain and The Real 
West will complete the schedule. 

Purex, which sold S72 million in 
grocery products oi three-fifths of 
total sales last vear. c un ently spends 
10-12',' of sales on advertising, pro- 
motion, and salesman, with the ton- 
centiaiion on network tv program- 
ing. I'm ex president Alan C. Stone- 
nian recently summed up advertis- 
ing philosophy in a report to Mer- 
rill. Lynch, Pierce, Fennei & Smith, 
this way: "Just to have exposure 
is not enough. Oui appioach to ad- 
vertising is the influence and depth 
of impression our programs make." 

Among other new buys at NBC 
TV which produced the SI2-inillion 
month were: Ford Motor., Liggett 
k Myeis Tobacco, and Lehn k Fink 
for Monday Movies; L & M and 



Polaroid lor Art IJnhlelter; Timex 
lor a December 1963 repeat of Mr. 
Mtigoo's Christmas Carol; Colgate- 
Palmolive lor House of Hope, and 
Procter & Canible lor Truth or 
Consequences. 

ABC to change daytime 
Tv lineup in April 

ABC TV is rest rambling its day- 
time schedule 1 April so as to in- 
clude us new medico strip, Gen- 
eral Hospital. 

In i he process the network is re- 
claiming 1-1:30 p.m. from the 
affiliates and returning 11-11:30 
a.m. io them. 

The revised lineup: 

1 1:30 — Seven Keys; 12:00— Ten- 
nessee Ernie; 12:30 — Father Knows 
Best; I p.m. — General Hospital; 2 
— Day in Court; 2:2. r >— .Wrcv; 2:30 
— lane Wynian; 3 — Outfit for a 
Day; 3:30— Who Do^Vou Trust: 
1 — A merit an Handstand; 1:30 — 
I)is< overy; "> — Xewstand. 

Networks 

Don Coyle, president of ABC In- 
ternational Television, coined the 
word "Worldvison" to describe the 
powerful force of international tv 
in advertising today. 

Speaking before the Internation- 
al Advertising Vssn., Coyle pointed 
lo these lads while predicting 
"worldvision's" more dominant 
role in the future: 

• Alter World War II, only J. 
Walter Thompson and McCann- 
Fric kson were operating overseas. 
I oclay ox er 50 major l T .S. agencies 
are active. 

• In 19-19, advertisers invested 
$37 million in tv; last year, it 
rocketed to more than $l.fi billion. 

• Last year, free world stations, 
exempting the U.S. and Canada, in- 
creased from 1.211 stations to l,oT»fi 
stations. The I'SIA reports a world 
set count increase of some 1 1 mil- 



lion sets during the same period. 
On the spoils side, NBC TV lias 
epiite a schedule lined up lor golf 
enthusiasts. 

In addition to covering the final 
holes of t he Palm Springs Coif 
Classic (3 February) and its regu- 
lar weekend film series ("All Star 
Coll'" and "Shell's Wonderful 
Woild of Coll"), the network will 
televise the following major links 
events: windup of the Tournament 
of Champions (5 May) , the Buic k 
Open (9 (une), and the National 
Open (22 June.) 

All three upcoming telecasts will 
be 90 minutes long, starting at 1:30 
p.m. 

Programing note: Noted sports- 
caster Joe Caragiola begins a new 
Monday-Friday five-minute sports 
program today on NBC Radio. 
Scheduled in early morning times 
in most cities, the show is sponsored 
by Meiinen (Warwick R: Legler) . 



Sales: Rexall Drug will add night- 
time network tv program partici- 
pating spots on CBS TV and NBC 
TV lor its Spring I -Out Sales, 21 
April-5 May. In daytime, Rexall 
will use spots on all three tv net- 
works as well as daily radio spots 
on ABC, CBS, NBC, and Keystone 
. . . Armstrong Cork (BBI)O) has 
signed lor alternate-week sponsor- 
ship ol Danny Kaye Show" on CBS 
TV next fall . . . Rotkwoocl Choco- 
late (Sweets Co. ol America) is 
using NBC TV's "Make Room for 
Daddy" for its Easter campaign. 

PEOPLE ON THE MOVE: Mari- 
an Stein to sales presentation writer 
lor the ABC TV sales development 
department . . . Dr. Thomas Bel- 
vi.so, manager, music and literary 
rights, retired 31 January from 
NBC alter almost 33 years service 
. . . Hilda Waison, NBC's coordi- 
nator of public service announce- 
ments, also retired 31 January after 
33 years with the company. 
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Omaha inquiry to have wide effect 



The FCC inquiry into local live 
programing by Omaha's three tel- 
evision stations was concluded after 
seven lull days of testimony Tues- 
day with presiding Commissioner 
E. William Henry indicating simi- 
lar inquiries may well be held in 
other cities. 

Beginning 28 January, Coininis- 
sioner Henry and three FCC at- 
tornies took testimony and inter- 
rogated some 125 public witnesses 
as well as executives of stations 
WOW-TV, KMTV, and KETV. 

At the conclusion of the inquiry* 
Commissioner Henry charac terized 
the information obtained as "de- 
sirable and useful" and said other 
hearings in other cities "might be 
helpful." The Omaha inquiry, he 
said, "should effect the entire in- 
dustry." Henry predicted that as a 
result of the Omaha inquiry "the 
whole area of local live program- 
ing will come under careful scru- 
tiny" by the Commission. 

Commissioner Henry declined to 
specify any conclusions he person- 
ally may have come to as a result 
of the Omaha inquiry, indicating 
he would want to study the record 
of the inquiry in detail before 
doing so. Hut he promised there 
would be conclusions reached, say- 
ing, "we will have wasted the sta- 
tions' time and our own time if we 
do not draw conclusions." 

Such a statement of conclusions, 
he thought, might be forthcoming 
in "two or three months." And if 
the Commission, itself, is not able 
to agree on such a statement, Henry 
indicated he would probably olfer 
his own personal conclusions. 

Commissioner Henry described 
the Omaha inquiry as "more fruit- 
ful" than the Chicago hearings. 
The latter, he noted, were based 
on complaints to the FCC about 
Chicago programing. The Omaha 
inquiry, he reiterated, did not re- 
sult from complaints and "thus 
could cover broader areas" of pro- 
graming. 

Commissioner Henry also ex- 
pressed his belief that as a result 
of the way the inquiry was con- 
ducted, citizens were "reassured to 



a great extent that we did not come 
here to dictate programing." Sev- 
eral of the public witnesses, how- 
ever, did question the need lor such 
an inquiry in Omaha and the Com- 
mission's motives in conducting the 
inquiry. Prior to the inquiry, vig- 
orous protest had been voiced by 
NAB president I.eRoy Collins, Ne- 
braska Governor Morrison, the 
state legislature, and other groups. 
Coininissioner Henry indicated he 
felt that Governor Morrison, for 
one had come to feel the inquiry 
was of some value. 

A chief bone of contention dur- 
ing the inquiry was the different 
manner in which the Commission 
and local broadcasters interpret 
"local live" programing. Frank 
P. Fogarty vice president and gen- 
eral manager of WOW-TV, chal- 
lenged at the outset the Commis- 
sion interpretation which calls for 



at least 50" (l live talent patticipa 
lion in local live programing. 
Henry conceded that the Commis- 
sion's iuterptetation of such pro 
graining would probably come un- 
der leview as a result of the 
Omaha inquiry — but again de- 
clined to say what revisions, il anj, 
he thought might be anticipated. 

FCC attorneys also questioned 
public witnesses as well as station 
executives closely about the weight 
of programs in support of commu- 
nity projects as opposed to spot 
announcements. Fogarty cited the 
behavior of advertisers in this re- 
gard in defense of spot announce- 
ments. "Commercial advertisers," 
he said, "increasingly are buying 
participation rather than sponsoi- 
ing programs. The man who 
spends his money for television 
time usually has a good sense of 
value, as well as machinery tor 




Miss USA wows Winston Salem viewers 

Miss Amedee Chabot, Miss USA, relates some of the experiences she has had while touring as 
Miss USA. She's talking to Wayne Williard, host of "This Afternoon" on WSJS-TV, Winston Salem 
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New officers of Wisconsin Broadcasters Assn. get together 

Broadcasting leaders at the group's annual meeting in Milwaukee, l-r seated; Don Wirth, WNAM, 
Neenah, outgoing pres. and ex-officio member of the board; Richard D. Dudley, WSAU (AM & TV), 
Wausau, treas; George Frechette, WFHR, Wisconsin Rapids, v.p. for radio; Carl Kolata, WTTN, 
Watertown, secy.; Glen Holznecht, WJPG, Green Bay, board member; and Bruce Wallace, WTMJ 
(AM-FM & TV), Milwaukee, pres. Standing (l-r): Roger LeGrand, WITI-TV, Milwaukee; and Leo 
Howard, WEAU-TV, Eau Claire, members of the board. Informal atmosphere seems to prevail here 



measuring results. IT announce- 
ments are valuable commercially, 
they are usehil also in the field ol 
public n (Fairs." 

Earlier, a public witness, retired 
advertising executive Adam Reine- 
iiuiihI, attributed business gains in 
Omaha in recent years to the ad- 
vent of television as an advertising 
medium. He also commented on 
the question ol "prime lime,'' con- 
tending that it is not always in the 
evening hours. In his own case, 
he said, when allocating funds 
from an advertising budget, he fre- 
quently planned for three or four 
commercials in the evening "when 
the sponsor can see them." But the 
bulk of bis advertising money he 
said would be concentrated during 
the daytime hours "for best atten- 
tion." Reinenuind cited statistics, 
in this regard, indicating that 
"85% of the vvage-eai net" dollar is 
spent by women." 

Reiiienumd concluded "that we 
appreciate our present television 
programing in Omaha is indicated 
by the response we make to busi- 
ness men who sell their wares on 
to democratic rights. 



3 New York stations reply 
to Liberal Party charges 

Charges have been filed to the 
FCC In the Liberal Party ol New 
York State against ihree New York 
Citv radio stations, alleging that 
they refused to sell time to the 
party. 

The political group sought to buy 
a 13-niinute block from WMCA, 
WW HC, and WOXR to lie sched- 
uled once every two weeks. When 
unable to obtain the time party 
executive director lieu Davidson 
filed the complaint, citing that the 
stations' "relusal to sell time" con- 
stituted "censorship" and a danger 
to democratic rights. 

One station, \Y.MC\, is known 
to be considering a libel action 
against the party. Station presi- 
dent R. Peter Straus last week 
called the charges "irresponsible 
and illiberal" and asked die FCC 
to "give this complaint prompt 
consideration and a hearing at the 
earliest possible date." He said the 
time period requested was unavail- 
able because public service pro- 



graming was regularly scheduled at 
that hour. Straus also commented 
that the stations reserve the right 
to determine what programing 
should be aired and I hat the party 
presented no inlorination as to the 
contents of the proposed program. 

Flliol Sanger, vice president and 
general manager WOXR, stated 
that "it has always l>een the policy 
of W'QXR lo sell time to political 
candidates only prior lo an elec- 
tion." 

George Dietrich, WWRC station 
manager, commented that "dur- 
ing political campaigns VVNBC 
sells time lor presentations by or 
on behalf ol political candidates. 
When political campaigns are not 
Ixnng conducted, the station fol- 
lows N UC's long-established policy 
that programs on news and public 
issues are produced by NHC News 
or under its direct supervision." 



Transcontinent Television 
reports '62 income up 

An increase in net income of 
over the preceding year was 
reported by Transcontinent Televi- 
sion Corp. for die year ended 31 
December 1902. 

I he report indicated that part 
of the gain might be attributable 
to i he acquisition of three stations, 
WWEP-TV, Snanion-Wilkes-Barre, 
and WDOK (AM & FM) , Cleve- 
land, all purchased during the year. 

The 22°; hike brought 1962 net 
income to ' SI, 620,583 from $1,331,- 
179 in 1961. Total revenues dur- 
ing 1962 amounted to S15,644,254, 
an increase of SI 80,000 over 1961 
revenues. 

Earnings per shaie of common 
stock in 1962 wete 92 cents on the 
1,765,012 shares outstanding at 
year end, compared with 1961 
earnings of 75 cents per share, 
based on 1,770,772 shares. 



Tv presentation released 
on Jacksonville market 

"Five Wonderful Years in Color" 
is i he title of a new' presentation 
prepared by WFGA-TV, Jackson- 
ville, Fla. The book covers the 
growth in Jacksonville, the metro- 
politan market, WFGA-TV televi- 
sion market, public affairs, news, 
weather, sports, Cape Canaveral, 
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awards, entertainment and facil- 
ities. The metro population gained 
9.8% in the last ten years, retail 
sales rose 148* 0 , and net effective 
buying income grew 218%, the 
presentation lcports. 

Radio Stations 

WLVV, Cincinnati, has swung over 
to the talk format in weekday 
evening programing. 

The revamping called for a two 
and three-quarter hour live and 
taped broadcast consisting of a 
do/en or moie short, pungent 
"talk" features on a broad variety 
of subjects by people in govern- 
ment, education, and entertain- 
ment, with an interspersing of mu- 
sic. Wrap-up title is "An Evening 
at Crosley Square," 8:15-11 p.m. 

Prompted by the New York news- 
paper blackout, one-time radio per- 
former and now realtor Helen Mc- 
Gregor, turned to WMCA to ad- 
vertise both high-priced town 
houses and professional buildings. 

This somewhat unorthodox use 
of a medium usually used to pro- 
mote large volumes of low cost 
items has proved highly successful, 
according to Miss McGregor. She 
intends to continue with the "Barry 
Gray" show even when the news- 
paper strike ends, she says. 

Schedule was placed via Edward 
Weiss. 

In order to learn of upcoming 
events at the new session of Illi- 
nois' State Legislature, and to get 
the thinking of key members on 
vital issues, WIND, Chicago, again 
hosted a dinner for 30 important 
State Senators and Representatives. 

"The primary purpose of these 
annual dinners," according to Ed- 
ward Walfis, general manager, "is 
a continued maintenance of our di- 
rect relationship with the legisla- 
tors, with whom we share the com- 
mon goal of interpreting and com- 
municating the problems, objec- 
tives, and activities of state govern- 
ment to the people." 

Both the interest by radio stations 
and the success of its initial efforts 
has encouraged the Pennsylvania 
Assn. of Broadcasters to plan fur- 
ther efforts at state-wide coverage 
of important events. 



The association reports that 
almost 75% of all stations in the 
state joined in (he I'AB's "Inaugu- 
ration Network" to (over the cere- 
monies honoring Governor Wil- 
liam Simmon on 15 [an tufty. 

One of the prime put poses of 
the statewide radio network would 
be the dissemination ol weather 
news during extreme periods of 
snow, ice, or other similar emer- 
gency. 



Cleveland newspaper blackout. 
WDOK, in cooperation with Fish- 
er Bros, food store chain, is print- 
ing 250,000 crossword pu/./les pel 
week, available at Fmhei Bros, 
check-out counters. 

. WWRL, New York, 21 hour 
Negro station, is using 003 buses 
in i he metropolitan area to pro 
mote its programing ol "Gospel to 
Big Beat." 

• WGMS broadcasts originated 




Cleveland fund drive sets record 

The Cleveland Press Charity's annual Mid-America Boat Show, despite the absence of 
newspapers, set new attendance records, thanks to radio and television support. Richard 
P. Overmyer, associate director of The Welfare Federation, said "the unforeseeable lack 
of newspaper promotion would have made the exhibition a difficult one to stage with- 
out the cooperation of broadcast media." Attendance this year was 115,600, topping 
last year's record of 104,210. WJW-TV's "Dale Young Time," the only show broadcast 
live from the exhibition, was hailed by Overmyer. Above, center, Overmyer presents a 
citation to Robert S. Buchanan, WJW-TV general manager (right), with Dale Young (left), 
following the successful charity drive. Overmyer also noted the fund was "deeply in- 
debted to the radio and television industry." 



Questionnaires have gone out to 
stations in the U. S. and Canada 
from the Country Music Assn. 

CMA will use the survey to help 
promote country music. The group 
will also mail about 5,000 radio 
kits containing sales and promo- 
tion aides. 

Ideas at work: 

• Good news for crossword puz- 
zle addicts left high and dry by the 



from a special studio at the Shore- 
ham Hotel during last week's 
Washington High Fidelity Music 
Show. The remote invoked the 
massive transfer of staff and equip- 
ment for the three-day jaunt. 

• WLS, Chicago, will present 
answers to frequently asked, every- 
day legal problems in conjunction 
with the Chicago Bar Assn. Pre- 
sented as a public service, the new 
program feature, consisting of two- 
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Louisville station signs season contract with Cincinnati Reds 

John Fouts (I), sales manager of WHAS, and William 0. OeWitt, pres. & gen. mgr. of the ball team, 
sign contract giving station exclusive broadcast rights in Louisville market to club's full season 
of over 160 games. Looking on (r) is Fred Hutchinson, manager of the 1961 National League champs 



■ 1 1 i i i ii i c taped reports, will l>e 
I >]<>.!( I c.i s i twice daily. 

• Jim Tate, the picture of gen- 
eiositv, invited l'J"> lovely ladies in 
have 1 n ii« li w ith him in ( eiebralion 
of his moving to the 10 a.m.-- p.m. 
lime slot on Wll\ Philadelphia. 

• I wo bus loads of client and 
advertising agency lepre.sentatives 
hoarded special Cievhoutid Super 
Scenic Cruisers for a guided tour 
ol WWJ, Detioil's. ' Tii-Vis'on" 



outdooi displays, giant revolving 
signs in l>(> dillerent, high-trallic 
areas ihroughoui metropolitan De- 
troit. f'.ac li sign features three sep- 
arate' messages which lotate every 
lour seconds. 

Changing hands: KOMY, Watson- 
ville, was sold In Robert fl. Dolph 
to Craig Lawrence, |r. and Phillip 
V.. Ratner, present owners ol 
K M KL, Weuatchee, Wash. Ratner 
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There are ten candles on "Esso Reporter" cake 

Blowing out the candles in honor of the 10th anniversary of the "Esso Reporter" on WBTV, 
Charlotte, are, l-r: H. R. Oowd, Humble Oil div. mgr.; Wallace J. Jorgenson, station managing dir.; 
Doug Mayes, the Esso Reporter; and William Melton, Humble div. sales mgr. Station feted 350 



plans to actively manage the sta- 
tion. Deal was negotiated l>y Ed- 
win Tornberg . . . WISllR (AM & 
I'M), Fast St. Louis, III., has been 
sold by a group headed by Laity 
R. Pints and Robert Walker to 
Paul Adams, who is cliiel engineer 
at WCPO, Cincinnati. Pie us con- 
tinues to own WOBS, Jacksonville. 
I Iamilion-Landis handled the trans- 
action . . . Blackburn handled die 
sale ol WLAP, Lexington, Ky., 
with the consideration $ l()(),()()0. 
Seller is William R. Sweeney and 
the buyers are Dee Coe, who also 
owns WWCA, Caiy, and WLOI, 
La I'orte; Brendan |. Stewart, 
president of Incentive Capital 
Corp.; |oliii I). Ilucksiep; and 
Roheit P O'Mnllev. 

Financial report: Storer Broadcast- 
ing declared a cpiaiicrly dividend 
of If) cents per share on its com- 
mon stock, payable on 8 March to 
stockholders of record 2'2 February. 

Programing notes: WFIL, Phila- 
delphia, has a new sports program, 
keyed to the immediacy ol modern 
radio, and inaugurated hy sports 
director Les Keiter. It's called 
"Keller Contacts" and is a daily 
telephone interview with an indi- 
vidual who has made, or is about 
to make news in the world of 
sports . . . KCBS, San Francisco, 
has launched "Weekend 71," which 
station describes as "weekend ra- 
dio with programing specially de- 
signed to serve the mature week- 
end listener." . . . WFIL, Philadel- 
phia, has begun broadcasting the 
daily feature race at flat and har- 
ness tracks in the area each Mon- 
day through Saturday afternoon 
. . . Senators Hugh Scott and Joseph 
Clark of Pennsylvania and Sena- 
tors Harrison Williams and Clif- 
ford Case of Xew Jeisev have be- 
come leatures of "News Confer- 
ence" on WCA C, Philadelphia. 
Hntli Thin sdav bv live telephone, 
one of the Senators joins newsmen 
'Fay lor Grain and George Lord to 
discuss the issues of the day. 

Sales: The Sahara, a downtown 
Cleveland motor hotel, signed a 
one-year contract with WJW for 
" This is I he Sahara," a two-hour 
nightly program of recorded music 
and in-peison interviews from The 
Sahara's Slarlite Room . . . The 
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Richmond Motor Co. purchased 
ten one-minute spots per week for 
52 weeks and die Schwa n/schi Id 
Bros., jewelers, bought a 20-week 
schedule on the "Dick ("lark Radio 
Show" on WLEE, Richmond. 

Deadline nears: Corinthian Broad- 
casting has set 18 February as die 
deadline for applicants for its Sum- 
mer Scholarship competition. 
Three scholarships are being of- 
fered again this year to students at 
the junior and senior academic 
level in cooperation with the Assn. 
for Professional Broadcasting Edu- 
cation colleges and universities. 
Each winner will receive transpor- 
tation, allowance for room and 
board and a scholarship of $-100 
for a six-week, on-the-job training 
program at one of the five Corin- 
thian tv stations. 

Happy anniversary: To WIL, St. 
Louis, which has been receiving 
taped 42nd anniversary salutes 
Irom major radio stations all over 
the country. 

Kudos: Bruce Wallace, manager of 
public service and promotion for 
YVTMJ (AM-FM &: TV), Milwau- 
kee, was elected president of the 
Wisconsin Broadcasters Assn. . . . 
C. Laury Botthof, president and 
publisher of Standard Rate and 
Data Service, was elected to the 
board of directors of Lake Shore 
National Bank . . . Bob Maxwell, 
WCBS, New York, has been 
awarded a certificate of commenda- 
tion bv the U. S. Marine Corps for 
his help on the "Toy's for Tot's'' 
campaign . . . Sj>okane's "outstand- 
ing young man of 1962" is 34-year- 
old Rod Clef ton, production man- 
ager for KHQ (AM & FM). One 
of seven nominees, Clefton received 
his plaque recently during lavcee 
week from the Spokane Junior 
Chamber of Commerce . . . Duane 
Bock, news director of KHQ, Spo- 
kane, has been electetl president of 
the Spokane Press Club. He form- 
erly was with KMO, Tacoma, and 
KOL and KSPO, Seattle, before 
moving to Spokane in 1957 ... Ed 
Mcatb of WHFC, Rochester, re- 
ceived a special citation plaque 
from Dr. Cilbert Robin, national 
president of Alpha Omega Frater- 
nity, for his contribution to the 
indoctrination and orientation pro- 




Execs pause for picture at contract signing 

John St. Leger (I), Time-Life Broadcast, with Harold Bull who heads the Bull Advertising Agency, 
Indianapolis, after signing contract on behalf of Bull client Red Cab, Inc. for St. Leger's "Topics 
and Trends" program. It's a five-minute, in-depth look at business, aired over WFBM, Indianapolis 



gram for the fraternity . . . E. K. 
"Joe" Hartenbower, vice president 
of Meredith Broadcasting and gen- 
eral manager of KCMO, Kansas 
City, was named the city's Silver 
Metlal Winner at the Advertising 
Round Table meeting . . . Thom- 
as L. Davis, general manager of 
WAAF, Chicago, was selected for 
the 1963 Good American Award by 
the Chicago Committee of One 
Hundred. Davis was cited or his 
15-year record in Chicago radio and 
his continuing eflort to foster good 
race relations in Chicago broad- 
casting, by integrating both the sta- 
tion's sales and talent staffs to more 
effectively appeal to listeners of all 
races. 

PEOPLE ON THE MOVE: David 
Hart to promotion manager of 
WNBQ, Chicago . . . H. S. Owen, 
comptroller for WPAT, New York, 
to the same post at Dickens J. 
Wright Associates . . . Mary Spenc- 
er, an executive in retail business 
for some 30 years, rejoins KSD-TV 
and radio, St. Louis, for special 



community interest assignments . . . 
Adelaide Waller to station coordi- 
nator, Bob Terry to program direc- 
tor, and Roger Scutt to head of the 
news department of WLVN, Nash- 
ville . . . Wayne Farrar to news 
editor at WDBJ, Roanoke . . . 
Charles A. King, director of station 
relations, to director of news, and 
Thomas J. O'Dea and Thomas V. 
Tove to account executives for Mu- 
tual Broadcasting S\ stem . . . Dr. 
George Faust, expert on South 
American and Latin American af- 
fairs, to spec ial coorcspondent for 
WHK, Cleveland . . . Robert W. 
Matthews to news director of 
WEBB, Baltimore . . . Dick Porter, 
account executive wit li KOXO, 
San Antonio, to director of mer- 
chandising . . . Deane Johnson to 
program director of KOMA, Okla- 
homa City . . . James Nathan to 
sales manager of WIXX, Louis- 
ville . . . Maccy I. Schaffer, former 
director of advertising and promo- 
tion for WLBM-TY, Miami, to 
account executive with WQAM, 
also Miami . . . Nancv Hurd, foi'tn- 
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crly assistant sales service manager 
for WCHS, New York, to the stall 
of KTAC, Tacoma. 

Tv Stations 



No personnel changes are antici- 
pated in the management of 
WREX-TV, Rockford, following 
sale of the station for S.H, 120,000 
to Gannett Co, 

Seller (".reater Knekford Televi- 
sion has operated the station since 
it first went on the air in OcIoIkt 
I 95.1 

Gannett alrcadv owns WIIEC 
(AM SL-'IV). Rochester. W1XR 
(VM & I V), Biughaniton. and 
WDAX, Danville. 

The transaction, subject to FCC 
approval, was negotiated by I'hilip 
L. Kelsei' >L- Associates, liiiancial 
counsel of New Yotk. 

Los Angeles will have two ethnic 
uhf stations when the all-Negro- 
forniat KIIX (ch. 22) makes its 
debut there the latter part of 
March. 

The other is all-Spanish KM EX- 
TV. which has been operating in 



L.A. lor the past several months. 

Owners of the new station are 
H. C. "Gal" Young, Jr., and Jerome 
Glaser of Central Broadcasting Co., 
who.se purchase of the facilities 
from |ohn l'oole Broadcasting was 
approved recently by the FCC. 

They also operate country-west- 
ern stations WEXO. Nashville, 
WYAM, Birmingham, and WGl'S, 
Augusta. 

Young and Glaser, by the way, 
expect to file for three more uhf 
stations in major markets in the 
near future. The owners of KMF.X- 
I V, Spanish International Tv Net- 
work, also have another all-Spanish 
uhf operating in San Antonio, and 
have filed for a third in I'aterson. 
X. J. 

Kaiser Industries also are going 
for a total of five major-market 
uhf's, tlnee already having been 
granted. 

Pay tv makes its debut in the Den- 
ver market this spring over KTVR, 
headed by J. Elroy McCaw, who 
also owns KTVW-TV in Scattle- 
Tacoma. 

Initial programing will consist 



ol 2i/i hours of pay tv seven nights 
a week, to be expanded contingent 
on new subsc libers. 

William Daniels, head ol Daniels 
& Associates of Denver, will head 
up a new corporation to operate 
the station and will become chief 
executive officer and part owner. 

McCaw was the former owner of 
WINS, Xew York, which he sold 
for SKI million. 

WBBM-TV, Chicago, has under- 
taken a new dimension in broad- 
casting believed to be the first of 
its kind. 

Special project involves a direct, 
two-way communications research 
endeavor, along with a specially 
produced film and videotape pres- 
entation on Chicago's transporta- 
tion facilities. Viewer participation 
was conducted v ia ballots distribu- 
ted piihlically as well as appearing 
in newspapers, and requiring en- 
trants tc) watch the program called 
"The Strangling City." Ballots will 
be analyzed by the I'niversity of 
('hit ago Sc hool of Business, and re- 
ports made to the city and trans- 
portation department. 

Sponsoring both the program 
and the research is the First Fed- 
eral Savings and Loan Assn. of 
Chicago. 

Sales: The brewers of Blatz beer 
have contracted for one third spon- 
sorship of telecasts of 20 Milwau- 
kee Braves baseball games in 1903. 
Telecasts will be originated by 
WTMJ-TV, Milwaukee, and car- 
ried bv a special Braves tv network 
which' will include WSAU-TV, 
Wausau: WFRV, Green Bay; and 
WKOW-TV, Madison. 

Good news for insomniacs: W CBS- 
TV, Xew York, begins around-the- 
clock broadcasting on 20 February, 
with additional programing con- 
sisting of feature films to be called 
"The Late Late Show" Parts If, 
III, and IV. Launch date coin- 
cides with the 12th anniversary of 
"The Late Show," the oldest con- 
tinuous feature film program in 
Xew York. 

Looking forward to: The third an- 
nual Western Heritage Awards 
Presentation honoring outstanding 
efforts in western tv, motion pic- 
tures, and literature, set for I April 



Announcing 
FIFTH ANNIVERSARY 

and change of call letters 

WFTV 

POWERFUL ^ IN ORLANDO, FLORIDA 

Wonderful Florida TeleVision 

serving Central Florida 

(formerly WLOF-TV) 
Represented Nationally By 

YOUNG TELEVISION CORP. 
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in Oklahoma City. 

New offices: Norman. ISoggs, gen- 
eral manager of Golden West 
Broadcasters Subscription TV, has 
set up new quarters at 1515 X. 
Western Avenue, Los Angeles. 

Programing notes: The famous 
brothei -sister violin-piano duo of 
"\ eli nd 1 and flephzibah Menuhin 
inaugurated the I9G3 ten-week sen- 
son of the award-winning "Festival 
of Performing Arts" on WNEW- 
TV, New York, and WTTG, Wash- 
ington, I). C. . . . A new weekly 
series presenting entertainment and 



Chevrolet buys 
two fm stations 

Chevrolet division of General 
Motors, through Campbell- 
Ewald, has purchased a sec- 
ond fm station for its fm 
stereo broadcasts of out- 
standing music. Second sta- 
tion is WLDM, Detroit which 
was signed for 26 weeks 
starting in January. Sponsor 
reported buy on WDTM, De- 
troit in issue of 4 February. 



special features of interest to Phil- 
adelphia's teenagers, e n t i 1 1 e d 
Think Young," premiered on 
WCAU-TV, Philadelphia, yester- 
day, 10 February. 



Celebrating dieir tenth: Tom Col- 
ton 's "Western Massachusetts 
Highlights" telecast its 2,000th pro- 
gram on 31 January', on WWLI', 
rjj Springfield. It first appeared in 
1953 on the station's opening day 
... A gala 10th anniversary cele- 
bration was staged by WIJTV, 
Charlotte, for its "Esso Reporter," 
which marked its tenth successive 
year of sponsorship on the station 
in January . . . WEEK-TV, Peoria, 
which went on the air in February 
1953. 



Kudos: Joseph P. Costantino, pro- 
motion director of KTVU, San 
Francisco-Oakland, has been named 
general chairman for the 1963 
Broadcasters Promotion Assn. Con- 
vention to be held in San Fran- 
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t'isro, 17-20 November at the Jack 
Tar Hotel . . . Elizabeth Itain was 
elected chairman of the board by 
the trustees of lire Educational 
Foundation of American Women 
in Radio and Television. She's 
assistant to the director of program 
services, CHS TV . . . KNXT, l.os 
Angeles, was awarded a certificate 
of special recognition by the Na- 
tional Conference of Christians and 
Jews as a result of telecasting the 
"Insight" series . . . Elected to fill 
vacancies on the board of the 
Broadcasters' Promotion Assn. were 
Pro Sherman, KOLN. Lincoln; W. 
Thomas Daley, CFPL-TV, London. 
Out.; and John P. Dillon, WP.TV. 
Charlotte .' . . The 1963 Tom Phil- 
lips Award for excellence in the 
field of broadcast journalism in the 
tv division was awarded to WWLP- 
TV, Springfield, news director, Ed- 
ward M. Kennedy, by UPI . . . 
WNAC-TV and radio also got Font 
Phillips Awards, for the best news 
story and the best election cover- 
age. 

PEOPLE ON TtfE MOVE: A. 
Victor Sylvia to the local sales stall 
or W PRO-TV, Providenc e . . . Hob 
Simmons, account executive at 
WJZ-TV, Baltimore, to TvAR, 
Chicago. He'll be replaced at the 
station by Ed Lallerge, former 
sales manager for Key Broadcast- 
ing . . . George Dial) to assistant 
general manager of WTRF-TV, 
Wheeling . . . Stanley Lichtenstein 
to program development for Kaiser 
Broadcasting of Oakland, which 
has been granted three major mar- 
ket nfif's by the FCC . . . Howard 
C. Hosmer, assistant managing edi- 
tor of the "Rochester l imes-Un- 
ion" to managing editor, WHEC- 
TV and radio, Rochester, news de- 
partment . . . Morton L. Jaffe to 
account executive for WXYZ-TV, 
Detroit . . . Larry Zeinan promoted 
to mid-western sales and market- 
ing manager and head of KTTV, 
Los Angeles, Chicago offices, re- 
placing Frank Browne who now 
heads the station's New York of- 
fices . . . Richard Roll to the news 
department of WOAI-TV, San An- 
tonio. 

Fm Stations 

Convinced that fm stations should 
be given the same considerations 



WTRF-TV £S£> 




August' 



ROAD WOPr> Personnel Man 
agcr to voluptuous applicant 
there are two roads to sue 
:ess with this company One 
is by hard wort', integrity and 
concentration and the other 
may be of interest to you " 
wtrf tv Wheeling 
CARRYING THE LOAD 1 Economic experts 
checking business indicators observed that 
carloading decreased month after month How 
ever they noted that consumption of bever 
ages, such as wine, beer and whiskey went up 
7% Their findings reported' More people 
are getting load<d than freight cars 

Wheeling wtrf tv 
THE LIGHTER SIDE 1 The only tim , warn., 
wants to be taken lightly is when she steps 
on scales 

wtrf tv Wheeling 

UPTRAOING COHORTS' A donkey and an 
Edsel met on a country road The donkey 
asked, "What are you?" and the Edsel re- 
plied. "I'm a car! What are you'" The donkey 
answered. I'm a horse 1 " They both laughed 

Wheeling wtrf-tv 
SEE OF MATRIMONY! A marriage seldom 
goes on the rocks when a couple finds some- 
thing in common to laugh about For example, 
there's always the wedding picture 

wtrf-tv Wheeling 
SURE FIRE! If you should ever have a skirmish 
with a thief at night, don t shout "Burglar. " 
"Robber," or "Thief," nobody will come 
ShOut "Fire 1 " Everybody will show up, even 
the police! 

Wheeling wtrf-tv 
INSTANT PEOPLE 1 "High & Mighty." our 
more than double height tower, will be up by 
August. Engineers estimate an additional 
225.000 TV Homes will make up the WTRF- 
Tv audience Buy Wheeling. BIG now BIGGER 
later! Ask Rep George P Hollingbery to show 
you the WTRF-TV coverage map, see how 
we're being seen in the best Circles 1 Ask 
for your set of WTReffigies. our ad-world 
close-up series, too, 



CHANNEL 
SEVEN 



WHEELING, 
WEST VIRGINIA 



CATCH THE MARKET 
THAT PULLS - 

MAMB 

'KififrHS 



WITH 




The 
PROOF: 

women love 

Channel 13 

in Remarkable 
Rockford ^ 



66%* share 
of audience 
12 noon to 5 p.m. 

*NSI-OCT. 1962 

ONE BUY to 
saturate the 
First Market 
in Illinois 

(outside of Chicago) 




ItDCRPDRD 



J, M, IAIJCM 



DIRECTOR OF 
ADVERTISING AND 
SALES PROMOTION 

Highly creative young man 
with impressive record of ex- 
perience and achievement 
in tv-radio audience and 
trade promotion offers orig- 
inality, a heavy writing back- 
ground, and a keen knack 
for detailed-follow-through. A 
tv-radio station or advertis- 
ing agency looking for a 4 
in 1 combination-a special- 
ist in hard hitting sales pres- 
entations, a strategist in ex- 
ploitation, a pied piper with 
on-the-air promos and dis- 
play ads, and a revenue and 
ratings booster— will be in- 
terested in writing to 

SPONSOR, Box 103 

555 Fifth Ave. 
New York 17, N. Y. 



as sun when general radio liuys are 
made, WFMT, Chicago, lia.s ap- 
pointed c he Ocorge I'. nollingbery 
Co. as ils national sales representa- 
tive. 

WKiMT, wlmh has hilled itself 
as Chicago's line ails station since 
ils rounding in IWil, makes the 
third classical music station in the 
lop seven markets repped by llol- 
lmgbei \ . 

I he slalion will continue ils 
poli(\ of limiting commercials to 
an aveiagc of three minutes per 
hour, as well as broadcasting noth- 
ing but live commercials, under 
national representation. 

WCLV. Cleveland, lias published 
an Tin dial card lor the market, 
with the 15 Cleveland fin stations 
indicated by call letters. 

The harlequin trademark of 
WCLV locates the station's %.. r > 
|>( >sitiou. 

On the reverse side the station 
has prepared a (hart showing opii 
ntnni siereo speaker placement in 
rooms of various si/es, and best 
locations for stereo listening in 
those rooms. 

An old, familiar name returned to 
Florida the first of February, with 
the change in call letters of WCKR 
(I'M), Miami. 

The slalion went back to ils 
original letters of WIOl), used 
from i;»2fi I !)')(>. 

WCKR (AM) also plans a re- 
turn to the original c all letters, bin 
not until I April. 



The QXR Network's first national 
alliliatc meeting held in New York 
recently brought together 28 of the 
year old network's -13 station affili- 
ates. 

The two-day meeting was de- 
voted to sessions on researc h, pro- 
motion, sales, and formation of 
an alhliates' Advisory Board to de- 
velop rale structures, programing, 
and technical standards for the net 
work. 

A second meeting planned lor 
30 March, just ahead c>r the NAIi 
convention in \pril, will cover 
technical stereo standards and a 
report on the network's expanded 



programing plans. 

Latest station to expand to full- 
time stereo broadcasting is WKJF, 
Pittsburgh. 

The move conies after one year 
ol pan time stereo operation. 

PEOPLE ON THE MOVE: James 
Kerney Knser lo general manager 
ol WTOA, Trenton. 

Reps 

Rep appointments: WMAL-TV, 
Washington, I). C. to Harrington, 
Righler & Parsons, WMAL (AM) 
to McOavren-Gnild, and WMAL 
(KM) lo Walker-Rawalt ... WJON, 
St, Cloud, lo The Devney Organi- 
zation . . . WSOO, Syracuse, to The 

Hulling Co WNTJL Worcester. 

to Bill Creed Associates, for New 
England sales . . . WOCM, liiloxi. 
Culfpon. WOOW, Crecnvillc. 
WOTA. Suimnei v ille, and WROV, 
Cariui. to Hal Walton & Co. . . , 
WIXL liirininghain, to Elisabeth 
M. Ueikjorden . . . WJAR, Provi- 
dence, IC) Kat/, effective I March. 

PEOPLE ON THE MOVE: Rich- 
ard L. Freeman succeeds William 
Morgan as manager of the Detroit 
otitic ol \clain Young, covering 
both iv and radio; and Lewis S. 
Krone to radio account executive 
with Adam Young, New York . . , 
Eric Mart to assistant research di- 
rector of the iv division ol F.clward 
Petty. 

Film 

Over $500,00 may be involved in 
the purchase by Wolper Produc- 
tions of the Paramount Pictures 
subsidiary. Paramount News. 

Transaction includes the entire 
news film library throughout the 
world, which contains more than 
10 million feel of film and covers 
every news event of the past 3f> 
yea is. 

New name of (he company is 
Wolper Newsfilni Library. 

Ray-Eve Prod net ions has moved its 
iv commercial and film producing 
studio from Kansas City to Chicago 
(Evanston). 
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'WASHINGTON WEEK I EH— 

11 February 1963 / c«yri(,ht ibot N agencies, stations 



The Celler hearings on concentration of ownership of news media will begin 
on 13 March with FCC chairman Newton Minow who will be the first witness. 

Other than these two facts, the long-delayed hearings remain just about as much of a 
.mystery as ever. Rep. Emanuel Celler (D., N. Y.), chairman both of the House Judiciary 
Committee and the antitrust subcommittee which is conducting the probe, would say only 
that subsequent hearing dates and witnesses will be announced at a later date. 

It is expected, however, that there will be hearings for two or three weeks at least from 
the 13 March starting date. 

Celler has made it clear that he will consider the effect on the public of the dwindling 
namber of independent editorial voices, and also what effect radio-tv competition has had 
in causing them to become fewer. 

The Mihow appearance means that the hearings will at least start off with another ques- 
tion which has bothered Celler since long before he came up with the idea for the current 
probe. That is the desirability of permitting newspapers to own broadcasting sta- 
tions, especially in one newspaper-one station communities. 



The FCC has warned stations that it has information some broadcasters serving 
substantially the same areas are offering combination rates to advertisers, and that 
it considers the practice illegal and contrary to the public interest. 

FCC said there is in the practice the element of price fixing by independent parties 
who should be competing with each other, and although it concedes it doesn't enforce the 
antitrust laws, it says it has a duty to consider them in the course of its regulating. 

Because advertisers should be assured benefits of free and open competition, and because 
■broadcasters not parties to such agreements should be aide to compete with individuals 
rather than combinations, the FCC concluded, stations engaging in the practice should 
stop it immediately. 



Echoes of the Appeals Court decision holding that the FTC went too far in its 
order against the Palmolive "sandpaper" commercials were heard in General Mo- 
tors and Libby-Owens-Ford battling against an FTC complaint against their "open 
window" commercials. 

The court had held FTC should not outlaw all mockups, since the consumer buys the 
product and not the commercial, but only those which are actually false and misleading with 
respect to the character of the merchandise. 

GM and LOF at FTC hearings here claimed there is no difference in filming through 
plate glass and through an open window in this context. The consumer does get glass 
which doesn't distort. 

GM warned that the hearing examiner's order against the commercials would also be 
found to ban use of all substitutions in photography. The Appeals Court in the "sandpaper" 
case had objected to such an all-inclusive order, though upholding the FTC on the single 
commercial because Palmolive was found not to be able to shave sandpaper. 

This case along with the FTC's eventual final determination in the remanded Palmolive 
case may do much to outline the rules for use of props and mockups in place of the real 
thing. This will be more definitely true if the final FTC rulings are again taken to court, 
and if the courts give rulings which are more exact and easier to interpret. 
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SPONSOR HEARS 



11 February 1963 / owih ( m it 



A round-up of 

trade talk, trends and 

tips for admen 



One of air media's oldest oil accounts will be leaving the agency that has 
handled it for many years. 

An old-line officer in the agency who controls the account is shopping around for a 
deal on it He's more interested in a stock arrangement than a share of the account's 
commissions. 

The NAB'a code authority made an unusual request of Y&R'a latest bra-girdle 
commercial for Sarong (International Latex). 

The agency was asked to let the authority have a list of the 20 stations on which the 
commercials will be run for eight weeks to give the code official who okayed the blurbs a 
chance to test his judgment against the critical reactions, if any, of viewers. 



After she'd been on the job for months, Y&R discovered that its traffic per- 
sonnel included a daughter of Lever Bros, chairman W. H. Burkhardt. 

Her name's Diane and Y&R has the P&G account. 



If it happens it would certainly be the first of its kind in that field: the head 
of a rep firm is reported as exploring the matter of going public. 
The stock issue, obviously, would be an over-the-counter one. 



Agency hands specializing in the commercial vineyards have a suggestion for 
those who will have the task of negotiating new contracts with the Screen Actors 
Guild and AFTRA this fall. 

It's this: instead of retaining a lawyer expert in union matters, they do a lot of home- 
work in advance documenting the technicalities and economics of the business of 
commercial usage and thereby establish a stronger position to counter illogical and spur- 
ious positions taken by the talent spokesmen. 

The present SAG and AFTRA codes expire 15 November. 



The passing years bring their own cluster of industry-minded individuals who 
tackle and articulate the problems of their business on a broad plane — most often 
through trade associations and kindred groups. 

In advertising, such a list of "solid citizens" nowadays would have to include: 



NAME 

Charles Brower 
Al Brown 
John Burgard 
Fairfax Cone 
E. L. Deckinger 
Edwin Ebel 
Clinton Frank 
Marion Harper 
William Lewis 



CONNECTION 

BBDO 

Best Foods 

Brown & Wmson. 

FC&B 

Grey 

General Foods 
Clinton Frank 
McCann-Erickson 
K&E 



NAME 

Thomas McCabe, Jr. 
Ray Mithun 
Niles Peebles 
William Steers 
David Stewart 
Norman Strouse 
Arthur Tatham 
Walter Weir 
Alfred Whitaker 



CONNECTION 

Scott Paper 

Campbell-Mithun 

Shell Oil 

DCS&S 

K&E 

JWT 

Tatham-Laird 
Donahue & Coe 
Bristol-Myers 
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Headed by Fred Ol.sen, Ray-Eye 
Productions is producer of "Build- 
ers Showcase," the half-hour series 
syndicated in 31 markets. 

Four Star Distribution, which came 
into being late last summer to dis- 
tribute five Four Star off-network 
scries, is putting out expansion 
feelers. 

Vice president and general man- 
ager Len Firestone says his firm is 
in the market for feature films and 
cartoons in order to put Four 
Star in a better competitive posi- 
tion with other companies syndi- 
cating a varied product. 

Happy anniversary: On 15 April 
1953, ITC's half-hour scries, "Ra- 
mar of the Jungle," made its Xew 
York premiere on WP1X. Ten 
years and 17 runs later, the same 
series, still on WPIX, is the top- 
rated program in its time period 
(5 p.m.), according to Arbitron. 

New affiliates: WKBN-TV, Youngs- 
town and K.VAL-TV, Eugene, have 
become subscriber members of 
Television Affiliates Corp. 

Financial report: The Wrather 
Corp. reported net income of 
$105,279, or 23 cents per share for 
the six months ended 31 Decem- 
ber, as compared with $310,504 or 
18 cents per share for the compar- 
able I9G1 period. Gross income for 
the six month period for 19G2 was 
$6,157,293 as compared with $6,- 
142,115 for the corresponding pe- 
riod in 1961. 

New properties: Jim Bishop will 
host and narrate a half-hour tv 
actuality series in the Official Films 
hopper, tentatively titled "Men at 
War." The big battles of World 
War II will be covered by Bishop, 
author and newspaper columnist. 

Sales: Twentieth Century-Fox Tv's 
Century I package of 30 feature 
films to WABC-TV, New York, 
the 23rd U. S. station to purchase 
the films . . . KSL-TV, Salt Lake- 
City, has become the 24th station 
to acquire all 21 1 Warner Bros, 
and 20th Century Fox featurse in 
Seven Arts' volumes 1-5. Volume 
I is now in 133 markets, volume 2 
in 108 markets, volume 3 in 90 
markets, volumes 4 and 5 in 53 . . . 
King Features Syndicate sold its 



new cartoon "Trilogy" to the six 
Ti iangle Publishing owned Iv sta- 
tions, WTTV, Indianapolis, KIRO 
TV, Seattle, and KSL-TV, Sail 
Lake Ciiy, raising total markets to 
18 . . . WBC Productions' "The 
Steve Allen Show" to WWW, 
Evans\illc . . . M CM-TV sold loin 
series and 187 (artoons and short 
subjects to Kinilio A/.cai i aga's Tele- 
sis tenia Mcxicano network . . . 
KH J-TV. Los Angeles, bought 131 
more Seven Arts' "Films of the 
50's." . . . Four Star Distribution 
Corp. announced tight new film 



sales of "The Detet lives," "l)i<k 
Powell's /.anc day fit cater," and 
"Stagecoa< h W est." 

PEOPLE ON THE MOVE: Rh Ir- 
ani C. (Joe) Clarke to executive 
piodiKcr and Max Dutch to sales 
executive ol Freuianlle (Auslraliaj 
Ply. Lid. . . .Herbert R. Banqucr 
to vice [(resident in (barge ol for- 
eign operations for United Artists 
Television, and vice president of 
Hniiecl Artists Associated . . . Lee 
Goodman to Sarra, Inc. as vice 
president in charge of production. 




John McGowan, of Peters, Griffin, Woodward, gives Bruce the "club hat " 

Bruce Curtis, of Leo Burnett, joins the Tricorn Club 

Membership in the Tricorn Club stands for professional savvy about North Caro- 
lina's Golden Triangle Market. Bruce got tapped by correctly answering these two 
profound questions: (1) What is the Golden'Triangle Market? (2) What is North 
Carolina's No. 1 metropolitan market in population, households and retail sales? 
In case you're pining to make this elite fraternity, the answer to both questions 
is the combined three-city "golden triangle": Winston-Salem, Greensboro, High 
Point. You'll pass if you also know North Carolina is our 12th state in population. 
So — what does knowing the No. 1 market in the No. 12 state add up to? A sure 
sales scoop for clients. Maybe a raise from the boss. At the least, an official 
hat from the Tricorn Club. 

Source.- U S. Census 

^ftFisimW SS> TELEVISION 19 fH 
WINSTON-SALEM GREENSBORO HIGH POINT 
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RESEARCH KEY TO GROWTH 

(Continued from jxigr "5) 

schedule!, purport ing to oiler max- 
imum coverage and top frequency 
ol children in the New York mar- 
ket. Mrs. Mi Kenna. however, went 
further and (oininissioned ARK to 
analyze the proposed schedules for 
reach, average Iretpieuty and fre- 
quent') by quintiles. What emerged 
was a thick booklet filled with fig- 
ures lhat showed WNKW had ahout 
one-third nunc child impressions 
per week, higher unduplicatcd cov- 
erage and better average and quin- 
tile frequency, as well as other fav- 
orable data. 

The.S250,Oh<> Bosco billings went 
to W'XKW- TV. Research cost: 
something less than S1.IMMJ. 

Research also proved to be a po- 
tent weapon in another special 
project aimed at Chock Full o' 
Nuts spot billings. When asked to 
give serious consideration to 
WNKW-TV lor its 1%2 spot sched- 
ule, (-hock replied that it would, 



hut that WNKW was unlikely lo 
be included because the company 
lelt that while the station would 
add frequency it would concen- 
tiatc on a minor fragment of the 
tv market. 

Mis. Mc Kenna undertook a spe- 
cial study which, when completed, 
indicated that a schedule that in- 
cluded W'XKW would give Chock 
•I",! more unduplicatcd homes with 
2'J"'„ additional frequency in four 
weeks with a material impiovement 
in cost -per- 1,0(1(1 home impressions. 
The study also uncovered a variety 
ol other factors operating to 
WNKW's advantage. 

As a result, Chock Full c>* Xuts 
was well represented on W'XKW 
in H)f>2. 

Data is basic. "I can t recall that 
we have ever flunked out on a spe- 
cial lesearch project," Mrs. Me- 
dina said with quiet satisfaction. 
"We know we have good media. 
All we need is a chance to prove 
it." 



It is Mrs. McKenna's contention 
that 80",', of the media salesman's 
argument rests on the rosea n h data 
he can provide. "The only way a 
medium can demonstrate its worth 
is 1))' research," she declared. "We 
can't ask people lo believe lhat we 
are honest. We have to show them 
prool." 

Mrs. Mc Kenna believes in a 
straight lot ward approac h to re- 
search. "We just present the facts 
as they emerge, whether they are 
favorable or unfavorable to our in- 
terests. We don't helieve in glossy, 
four-color brochures. We'd rather 
spend the money on more re- 
search." We are constantly press- 
ing for belter measures of our prod- 
uct." 

She also is pressing lor data to 
'fill the research vacuum lhat exists 
in many parts of the country. "In 
places like Decatur and l'ooria 
there just isn't enough information 
available for us to work with. Kvcn 
in Washington, I). C, research is 
dragging its loot with old and in- 



NEWSMAKERS 
IN RADIO/TELEVISION 
ADVERTISING 




Dan Lindquist, tv commercial 
producer for Guild, Bascom & 
Bonfigli for the past five jears, 
has been named broadcast pro- 
duction manager of the agency's 
Hollywood office. Prior to join- 
ing GH&H in 1957. Lindcpiist 
was head of production at 
K COP-TV. Hollywood. Previous- 
ly, he was an art director and 
film direc tor there. 



Charles R. Denny has been 
named vice president and man- 
aging direc tor, RCA Internation- 
al Division, He succeeds Dong- 
las C. Lynch. An RCA vice pres- 
ident since 11(58, Denny has 
served RCA and its wholly 
owned subsidiary, NBC, in vari- 
ous executive positions. Before 
joining NBC in 1917, he had 
been chairman of the FCC. 




Joseph P. Costantino, promo- 
tion director of KTVU, San 
Francisco-Oakland, has been 
named general chairman lor the 
liMi.S Broadcasters Promotion 
Assn. Convention to be held in 
the Bay City 17-2(1 November. 
Over -1(1(1 radio-tv promotion 
managers are expected at the 
meeting, whic h is the BPA's fust 
on the Pac ific Coast. 
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efficient techniques. We arc will- 
ing to spend $100,000 to get Athi. 
troii in Washington, but we linvcn't 
been ;ible lo get it." 

As f;if as Mrs. McKenna is con- 
cerned, there lias never been a 
wasted research dollar spent at 
Metromedia. "Research always 
pays hack more than it gets, both 
in sales and in improved program- 
ing." Mrs. McKenna asserted, 
"Every time we complete a re- 
search project, we have a better 
product to oiler the advertisers. 

" The key to our research philos- 
ophy here at Metromedia," Mrs. 
McKenna declared, "is that noth- 
ing is impossible to measure. We 
are willing and even eager to give 
ever) tiling a try." 

Mrs. McKenna lias earned a con- 
siderable reputation as a pioneer 
in media research. One projec t she 
was especially pleased with was in 
initiating quintile analyses for an 
independent tv station. "Most peo- 
ple thought that an independent 



station had high coverage of a small 
segment of die market, but quin- 
tile analysis showed that we could 
equal die best in prime net carri- 
ers. This was an earth-shaking rev- 
elation, and nobody wanted to be- 
lieve it. But we had the Nielsen 
figures to prove it." 

Mrs. McKenna has spearheaded 
a drive toward new and improved 
methods of counting outdooi reach 
and frequency and has proposed a 
technique which will enable meas- 
urement of outdooi audience com 
position for the first time. It was 
Mis. McKenna who was one of the 
first to suggest to Pulse the study 
lor measuring die real reach and 
frequency of radio audiences. She 
also has pioneered research on 
short-wave radio audiences. 

"Mary McKenna is not locked up 
in an ivory tower," Klnge com- 
mented. "She and her department 
have created at Metromedia a firm 
belief in research as a powerful 
selling tool. People who have 



worked with her icscanh have 
found that they can lely on it. 

"Despite the fact she is a woman 
in a man's world, Mary has earned 
the respect of the entire media 
fraternity as one of the to]) research 
executives in the country." 

Through die ellorts of Mrs. Mc- 
Kenna's department., Klnge ex- 
plained, Metro hopes to establish a 
"Nni< York Times type of reputa- 
tion for honest reporting. We 
reali/e we still have to earn that 
reputation," Kluge continued, "but 
we will spare no expense in money 
or patience 10 achieve it." 

Kluge believes in research that 
will describe the values Metro has 
to oiler to advertisers, but he is 
strongly opposed to research that 
attacks competitive media. "At 
Metro," be said, "we present the 
facts as they aie, and let the ihips 
fall where they may." 

"Our credo here is, 'never let 
our promises exceed our perform- 
ance." Research enables us to live 
up to this credo." ^ 




>7 



Fred Frost (1) , Mail Strook, 
and Robert Hussey have been 
elected vice presidents at Y&R. 
Frost joined YS.R in 19-14 as a 
radio commercial writer and was 
most recently supervisor of tv 
films. Hussey has been manager 
of talent in the agency's Holly- 
wood office and will now be as- 
sociate director ol programing. 
Strook joined the agency in 1962. 




John R. Rockwell, marketing 
services director of Doberty, Oil- 
ford, Steeis X; Shen field, has been 
elected executive vice president. 
He also is a menibei ol (he board 
of directors, chairman of the 
marketing plans board, and su- 
pervisor on several accounts. 
Rockwell joined DCS&S in 1952, 
staiting in the media depart- 
ment. 



John M. Fouts, sales director of 
WHAS, Louisville, has been ap- 
pointed manager of the Detroit 
office of Henry I. Christal Co., 
effective next month. A former 
director of the Sales Executive 
Club of Louisville, Fouts joined 
WHAS in 1950 and was promot- 
ed to sales director in 1952. He 
is a graduate of the University 
of North Carolina. 




Ben Margolis has been elected a 
vice president of Television Ad- 
vertising Representatives. He 
joined TvAR in 1961 as adminis- 
trative assistant after serving 
with CHS since 1927. At TvAR, 
Margolis has made significant 
contributions "in the philosophy 
and practical application ol rates 
and pricing for spot tv" and in 
administration. 
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Why it pays 
to advertise your station 
in a broadcast booh 



BECAUSE THE TIMEBUYER IS KING 



here's nobody better quali- 
fied to advise you how and 
where to invest your national ad- 
vertising dollars than your own 
national representative. 

He'll tell you that the time- 
buying system really works. 
Which means that at any of the 
top 50 (or top 100) advertising 
agencies placing national spot 
business the recognized time- 
buyer, backed up by his super- 
visors, decides which stations get 
the nod. Sure, there are excep- 
tions to the rule. Of course there 
are some account executives and 
ad managers that exert a heavy 
influence. But, by and large, the 



timebuyer is king. 

Reaching the timebuyer, and 
the other men and women who 
strongly influence a spot buy, 
is a job for a specialist. That's 
why the several thousand time- 
buyers (by job title and job 
function) who buy national spot 
read the broadcast books. More- 
over, they rely on them. They 
rely on one or two favorites al- 
most to the exclusion of all 
others. 

Buy broadcast books to give 
your national campaign impact 
where it will do the most good 
... at least cost. 
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WSB WINS AWARD 

{Continued from page 33) 

that the Foundation would become 
associated with the group at a na- 
tional level. The necessary legal 
arrangements were made through 
Sydney Kaye's law firm, and in the 
summer of IDG I, the Broadcast 
Foundation, Inc., became a wholly 
owned subsidiary of Broadcast 
Pioneers'. 

The Foundation's fund is ad- 
ministered by a nine-man board, 
Quaal explained. This board, com- 
prised of Broadcast Pioneers offi- 
cers, is responsible for decisions 
concerning fund administration. 

"Operated entirely on a business- 
like basis," Quaal points out, "the 
responsibility for accounting to 
members is in the hands of an 
auditing firm." 

Thus far in the Foundation's 
short history, three individuals un- 
able to help themselves have been 
aided by the fund, says Quaal. 
They include Clem McCarthy, who 
spent his last days in a west coast 
sanitarium with a prolonged ill- 
ness; a station salesman in a major 
market; and the widow of a nota- 
ble technical figure in television. 

Fund's goal. The immediate goal 
is to achieve a reserve of 3100,000. 
He feels that in the short lifetime 
of the fund effective headway has 
been made toward that goal. The 
Foundation's ultimate aim is to in- 
vest $75,000 as a working reserve. 
So far contributions have been en- 
couraging, Quaal reports, and bases 
his enthusiasm on the fund's three 
year progress, as compared to the 
40-year achievement of the Nfotion 
Picture Fund (established for the 
same purpose) which now totals 
§500,000. 

The bulk of contributions to 
(late have come from the "Afike 
Awards" dinners; the Hearst Foun- 
dation; II. B. Kaltenborn (founder 
of Broadcast Pioneers', who has 
contributed personally) ; Edward 
Petry & Co.; WSAU AM-TV, 
Wausau, Wis.; and from individ- 
ual contributions, many in lesser 
amounts of around $25. ^ 



CHANGES IN SPOT URGED 

(Continued from page 27) 

tions and reps agree wholeheart- 
edly, but they also point out that 
with today's vogue for shorter cam- 
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paigns, a two-week guarantee would 
verge on converting preemptible 
spots into fixed-positions. 

An appreciable number of spot 
campaigns now are planned in 
flights as short as two, three, and 
four weeks, and a blanket protec- 
tion would appear likely to give 
the short-term buyer of p-e spots an 
unfair advantage. 

Thus, when the rep or station is 
confronted with demands for a 
guarantee, the reply is certain to 
be that it's unworkable. And on 
another level, the policy-makers 
have a more basic objection: that 
the buyers, wittingly or not, are 
trying to distort the essential na- 
ture of spot television. 

Audience levels. In this view, 
the 4A's are making two sugges- 
tions, each of which might separ- 
ately have some merit but which 
combined are unacceptable. The 
coupling of uniform notice of pre- 
emption together with a guaranteed 
run adds up to a package of "sta- 
ble time." When the semantics are 
stripped away, what's left is spot 
time sold on a fixed position at a 
fixed price — or, television, circa 
1953. 

"The preemptible spot," claim 
these proponents," is the only de- 
vice that we've yet developed to 
bring flexibility into the price 
structure. It's needed, not for dis- 
counting and dealing (though it is 
widely used for this) but for the 
quick adjustment of costs to chang- 
ing audience levels." 

Is this a case of rarified thinking? 
Its advocates suggest, instead, that 
it's only commonsense when seen 
in the perspective of tv develop- 
ment. 

Their understanding is that tv 
selling grew up, more or less ad 
hoc, on the broad-time principles 
derived from network radio. There 
was a nighttime tv rate which, per- 
haps sub-consciously, was arrived at 
in the belief that shares-of-audience 
were reasonably stable. ("Afeasure- 
ment techniques," as one researcher 
wryly recalls, "were slightly intui- 
tive. . .") 

With the evolution of two net- 
works, followed slightly later by a 
third, and the consequent turmoil 
of programing and counter-pro- 
graming, viewing habits could no 
longer be taken for granted. Con- 



currently, the measurement tech- 
niques were both expanded and re- 
fined — completing the ingredients 
for a revolution in time sales. 

Fortunately or unfortunately, the 
revolution hasn't arrived. The 
spot structure is still primarily 
based on the highest audience lev- 
els within a broad time period. The 
downward fluctuations within the 
base (and the troughs now tend to 
occur more frequently, more sharp- 
ly, and with less advance notice) 
are — in the major markets where 
competition is toughest — often ad- 
justed by means of the preemptible 
spot. 

Simpler rate cards. "It's a left- 
handed way of doing things," says 
a rep, "but it's really the same as 
selling a magazine or newspaper 
insertion. Print rates are based on 
lowest, ROP schedule; if you want 
preferred position then you pay 
more. In tv, it's merely reversed; 
we take the highest rate as the 
norm, and make special arrange- 
ments for the less-desirable 'posi- 
tions'." 

The preemptible spot is, of 
course, a complicated way of han- 
dling the problem. It makes the 
rate-card simpler, in theory, yet in 
practice it becomes one of the most 
time-consuming and irritating of 
the buyer's chores. That's why there 
is a good deal of sympathy among 
stations and reps for the purpose of 
the current agency recommenda- 
tions. To achieve the desired ef- 
fect, however, will (in the sellers' 
view) take more than just a modi- 
fication of p-e terms. 

"It's the nature of the beast," 
says Katz v. p. Daniel Denenholz, 
"since advertisers and agencies seem 
obsessed with cpm and expect sta- 
tions to adjust their rates to match 
competitive cpm figures. Consider- 
ing the staticially limitations of rat- 
ing reports, all concerned: agen- 
cies, advertisers, and stations, in 



RADIO SALES 
DEPARTMENT 
MANAGER WANTED 

Desire experienced, family man who 
seeks permanent position. Opportunity 
for advancement. Send application, 
references and background informa- 
tion to F. Robert Woodward, Jr., Gen- 
eral Manager, Radio Station KDTH, 
Dubuque, Iowa. 
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my opinion place too much em- 
phasis on rpm variances from rat- 
ing-report to rating- report. 

"But t lie condition is with us, all 
of us, and it contributes enormous- 
ly to the complications of todays 
rate structures. We can only cross 
our fingers and hope that, with the 
growing awareness of these prob- 
lems on the part of all concerned, 
television rate structures won't be- 
come more complicated." ^ 



YELLOW PAGES ZOOM 

{Continued from page 29) 

the marriage of the unusually ef- 
fective copy line and visual was a 
natural attention-getter in practic- 
ally all media. Starch readership of 
print ads has been unusually high. 
Radio and television commercials 
can take credit in large measure 
also, for the high level of awareness. 
"Pai tic ularly, in television, it was 
most effective," Minor said. "As a 
visual, it certainly went over big." 

The first appearance of the new 
theme in national media came on 
19 lanuary ('<"•'_') on the Bell Tele- 
phone Hour with a C&W one-min- 
ute color tv commercial. 

The color spot won many plaudits 
from editors, film festival judges 
and, yes. rival advertising agencies. 
At the American Film Festival it 
was singled out as one of the finest 
commercials of the year. It was 
entered by Farkas Films, produc- 
tion house, in the Venice Film Fes- 
tival and Kastinan Kodak used it 
in its ad scries on "Film Docs the 
Unusual." 

Praise from rival agencies. 

Agency executives were more than 
ever convinced that they had a hit 
on their hands when they learned 
Foote, (lone and Belding used the 
"Walking Fingers" commercial in a 
Creative Seminar as an example of 
excellent creative conception, writ- 
ing and production. 

Additional honors will be heaped 
on C&W staffers when the commer- 
cial finds its way into the pages of 
"Modern Advertising" to be pub- 
lished shortly by McGraw-Hill. The 
author, Prof. II. W. llepner of 
Syracuse l T niversiiy describes it as 
an "outstanding commercial worthy 
of study by students of advertising." 

And it is common knowledge in 
the communications sphere that 



when perlormers start making par- 
odies and basing sketches on an ad- 
vertising theme, you've arrived, so 
to speak. This happy lot befell the 
creators of the "Walking Fingers" 
theme last spring when Garry 
Moore conlected a sparkling Japa- 
nese take-off on the Yellow Pages 
and the "Walking Fingers" theme. 

Where the "Walking Fingers" 
theme will end, no one can predict, 
but one thing appears certain. The 
"Walking Fingers" undertaking has 
generated an astounding degree of 
awareness, all agree, and this year 
will see it grow even greater in its 
impact on consumers. Moreover, it 
is agreed among many informed ob- 
servers, that the favorable reception 
accorded the "Walking Fingers" by 
the consumers of the land, will have 
a profound affect upon manage- 
ment leaders who play a major role 
in the advertising, marketing and/ 
or sales derisions of firms whose 
products or services arc sold nation- 
ally or regionally. 

The philosophy as enunciated by 
both C&W and its client, Yellow 
Pages, is that Yellow Pages was 
now firmly established as a direc- 
tory medium and looked upon with 
high esteem by advertisers, espe- 
cially on the local level. A tremen- 
dous breakthrough, however, oc- 
curred two years ago when Yellow 
Pages presented itself as an inviting 
marketing/advertising tool for na- 
tional advertisers. For the first time 
in its history, display advertising in 
all or part of more than 4,000 di- 
rectories could be bought with one 
contrac t through one contact point 
and from one central location and 
one monthly bill. 

Broad circulation basis. Briefly, 
the pun base of directories in two 
or more telephone company areas 
under a single contract was called 
National Yellow Pages Services 
and could henceforth be looked 
upon as an important national ad- 
vertising medium in that in pro- 
vided a directional and selling 
service on a broad circulation basis. 

As proponents of NYPS sec it, 
the medium has unique character- 
istics — attributes which do indeed 
distinguish it from all other media. 
This is the way they see it: 1) It 
provides national advertising with 
a penetration clown to the level of 
individual dealer, his address and 



phone number; 2) it extends the 
benefits of display and product ad- 
vertising at dealer level; 3) it gen- 
erates for advertiser/ users its own 
merchandising in two areas; first, 
through the advertising and pro- 
motion of Yellow Pages by the tele- 
phone companies, and secondly, 
through the Yellow Pages refer- 
ences by national/regional/local 
advertisers in their own advertis- 
ing and promotion copy; 4) NYPS 
is also a selling medium; 5) NYPS 
also has point-of-sale effectiveness 
and 6) because of the referral char- 
acteristic of the directory medium, 
is not competitive with other media 
. . . and actually complements other 
national and local media. 

Salesmen for the Yellow Pages, 
including the Reuben II. Donnel- 
ley Corp., which is the authorized 
directory advertising sales repre- 
sentative of the New York Tele- 
phone Company and several other 
telephone companies, do not sell 
spare in competition with other na- 
tional media. 

NYPS salesmen, moreover, will 
shortly have additional information 
on the effectiveness of their me- 
dium, according to C&W staffers. 

"The Bell System is planning to 
undertake a major national study 
to determine how the consumer 
uses the Yellow Pages," Minor told 
sponsor. "The survey will seek to 
determine frequency of usage by 
Yellow Pages headings and by the 
standard media demographic break- 
downs. This will provide us with 
Yellow Page usage information on 
a national and regional scale that 
will be helpful to the national and 
regional advertisers." 

Last year, the effectiveness of the 
"Walking Fingers" theme on tele- 
vision was demonstrated by the spot 
schedules bought by the local oper- 
ating companies. 

The evidence now in seems to 
indicate that the "Walking Fingers" 
campaign is indeed off to a gallop- 
ing start and that in this year's ad- 
vertising plans, broadcast media, 
notably television will play a domi- 
nant role. One fact is certainly 
ineluctable: the "Walking Fingers" 
theme has apparently become en- 
trenched in the public's conscious- 
ness. ^ 
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"SELLER'S 
VIEWPOINT 



By Carl Schuele 
President 

Broadcast Time Sales 



A peek at radio's future 



w 



1965? 



hat year is this? (a) 
(b) 1975? (c) 2000? 
Radio stations . . . have each 
found their 'niche' and are no 
longer fighting among themselves. 
Management finally discovered the 
value of unified efforts. They've 
also learned to become an active 
member of the client's local sales 
staff. The fact that radio is able to 
deliver exactly what clients want 
has played an important role in the 
current success of the medium. It 
seems impossible to believe that on- 
ly a short time ago, radio billings 
accounted for a mere $500,000,000 
a yearl Who would ever believe 
that in 1962 national advertisers, 
all combined, spent only about 
$1.00 per working set per year? 

Listeners . . . continue to pur- 
chase new radios at the rate of 
20,000,000 a year. Radio came back 
to the living rooms as a result of 
fm stereo, described as "swimming 
sound." Children have discovered 
wonderful programs which can be 
enjoyed while playing at the same 
time. Music, news, and sports con- 
tinue to lead in popularity — but 
programs with imagination-appeal 
an are gaining rapidly. Entertainment 
fc thai programs on radio delight millions 
and millions weekly — especially the 
comedy shows. Remotes have cap- 



tured the imagination once again as 
listeners drop off to sleep to the 
live music of the big bands from 
famous places. All night "sleep 
teaching" courses are one of radio's 
major contributions to adult higher 
education. 

Radio set manufacturers . . . are 
constantly amazed at the demand 
for radios. Why, they're selling at 
the rate of two per second of the 
normal business day — that's 64,800 
a day! 388,800 a week! 1,684,800 a 
month! Over 20,000,000 a year! 
What a business 

Rating services . . . once used 
merely to measure the estimated 
radio audience, are now reporting 
many more valuable statistics, like: 

(1) Interviews with local adver- 
tisers. 

(2) Characteristic differences in 
audiences by station. 

(3) Results per dollar invested 
in radio by product movement- 
studies. 

Agencies . . . are recommending 
radio as a primary medium to all 
clients who want to sell more goods 
at lower cost. They have discovered 
a method of handling radio budgets 
at their normal 15° 0 — and make a 
fair profit. They enjoy working 
with radio people and have found 
them extremely cooperative and 
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Carl Schuele is the founder and 
president of Broadcast Time Sales, 
radio representat'we firm which he 
began in I.os Angeles ten years ago. 
Schuele is now stationed in his 
company's New York headquarters, 
but has worked various cities as his 
company opened new branch offices. 
He examines in the article above 
ivliat would happen were radio eval- 
uated in terms of its basic qualities. 



well grounded on how best to sell 
the client's product to 'their' listen- 
ers. Some advertising agencies are 
specializing in radio exclusively. 

The radio thncbuycr is respected 
highly. Other agene) stallcrs still 
wondering how this happened — 
years ago the buyer was an cxten 
sion on the calculator, now he's a 
key executive! They also wonder 
how a radio buyer can possibly 
know so much about so many sta- 
tions (the answer, of course — he has 
been learning for years, but very 
few recognized his true value). 

General advertisers . . . are getting 
better results since exposure took 
a back seat to on-targct salesman 
ship. The whole thing started when 
the bellwethers were caught iii a 
profit squeeze and demanded that 
wasted coverage be eliminated. Re- 
search taught them exactly who 
their prospects were (women buy 
soap — why pay so dearly for male 
circulation?) . Radio was the one 
medium with the necessary flexi- 
bility and it was able to produce 
programs for special prospect-filled 
audiences. Among the outstanding 
examples are: Dr. Smock's Baby 
Care (Johnson & Johnson, Clapp's 
Baby Foods) , Secretaries Daily 
Guide (Royal Typewriter, The 
Wyrig Line, steno bks.) , Mechan- 
ics Helper (Craftsman Tools, Lava 
Soap), AM A Journal of the Air 
(Pfizer Chemical, Bayer Aspirin) . 

Product salesmen . . . have wel- 
comed radio as a fellow member of 
the sales staff. They now have the 
answer to "What have you done for 
me lately?" Radio is local, just as 
their prospects are. They've found 
that e\ery prospect they have is a 
radio listener, and here's radio 
driving home the old sales message 
as a reminder. Salesmen on-the-road 
fully appreciated the following of 
the local Radio announcers. They 
recommend a product and in pour 
the orders. 

Radio reps . . . are no longer in 
business — they've all earned (and 
1 do mean earned the hard way) so 
much money they're now enjoying 
a life of luxur). 

What year is this? How the hell 
do 1 know — sure hope it's soon! 
You know what, though? Every- 
thing mentioned on this page is 
sure to come, it's just a matter of 
selling the greatest product-mover 
around . . . radio! ^ 
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^SPOT-SCOPE 



Significant news, 
trends, buys in national 
spot tv and radio 



Color iv spots will play a prominent role in the expenditure of $1 
million coast-to-coast by Earl Scheib, Inc., of Los Angeles, operator of 
auto paint shops in 42 markets. 

Scheib, through its Los Angeles agency, Stahl, Lewis & Patton, is seek- 
ing out spots in color movie programs and is shooting all the spots in 
color, many of them in the cities where the firm has outlets. 

Spot radio will come in for a 10% share of the total budget. 
Stahl, Lewis & Patton, incidentally, is also preparing color tv spots for 
another L.A. client, Vic Tanny Gym and Health Clubs. 

Although spot tv buying has hit a snag in the Chicago area— a condi- 
tion considered normal for this time of the year— action has not come 
to a complete halt. Routine buys are being made by a number of top 
advertisers. For example: Wrigley (MeyerhofF) is adding a few addi- 
tional markets; Mogen David (Weiss) is buying; P&G's Head & Shoulders 
(T-L) is continuing its market-by-mai ket push, recently entering the 
Midwest. 



SPOT TV BUYS 

General Foods four-week campaign starts 18 February for its Yuban 
CofTee. Schedules call for nighttime minutes and chainbreaks. Benton 
!v: Bowles, New York, is the agency. Peter 1 lansen is the buyer. 

P&G is picking up prime and fringe minutes for a campaign to push 
its Drene and daytime minutes for its Tide. Both campaigns will begin 
as soon as possible and will terminate 30 June. The agency for both 
pioducts is Compton, New York. Dick Brown is doing the buying on 
Drene and Ron Masterman for Tide. 

Food Manufacturers, Inc., is buying nighttime minutes slotted in 
adult audience time periods for a six-week campaign for its Uncle Ben's 
Rice. Starting date for the campaign: 21 February. Ted Bates is the ' 
agency. The buyer: Jim LaMarca. 

Lever Bros, is readying a 35-week campaign to woo the women's audi- 
cute for its Handy Andy. Schedules call for early and late evening 
minutes. Starting date for the campaign is 3 March. J. Walter Thomp- 
son is the account's agency. Herb Moscowit/ is doing the buying. 

General Foods eight-week campaign for its Gaines Burgers starting 21 
February, Nighttime minutes and chainbreaks will carry the commer- 
( ial messages. The agency: Young & Rnbicam. Roger Jones is the 
Inner. 

SPOT RADIO BUYS 

Ford Division next week launches the first of two campaigns in the 
top 30 markets. The fust (light, scheduled to run through mid-March, 
will push Ford's Monaco slogan. The second will push parts and 
services. The second (light is scheduled to run through the end of 
April. Buying is being done by the Ford group at J. Walter Thompson. j J 
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Even come what did, a lot of WSOC-TV viewers went to bed 
warm and satisfied. 
It happened this way: 

Tiny Davidson (N. C.) College, a thousand students there- 
abouts, and a love of nearby Charlotte, had knocked off 
lationally ranked big Duke U. Next on schedule, giant No. 1 
Cincinnati in Ohio. And the faithful dreamed. 

Alas, the vision did not come true. Davidson lost. But the 
ans won, for in a special telecast direct from the Bearcat 
ieldhouse r WSOC-TV had brought the game to thousands of 
Carolina supporters. 



Good public service programing in every area of public 
interest is a forte of Charlotte's WSOC-TV. Wins fans for the 
station — and its advertisers, too. 

WS^CTV 

CHARLOTTE 9— NBC and ABC. Represented by H-R 



WSOC and WSOC-TV are associated with WSB and WSB-TV, Atlanta, WHIO and WHIO-TV, Dayton 



THE DEADLINES THAT NEVER END 



News-makers and decision-makers are not clock- 
watchers for the news can and does break at any 
time. Total news coverage, therefore, is definitely 
out of the 9 to 5 job category. It's a demanding task 
for talented and dedicated professionals. 

We have these people. 

WCAU Radio News and the CBS News staff with 
its hundreds of reporters throughout the world, in- 
cluding the world's top correspondents, enjoy the 
challenges of reporting constant change; meet 
the deadlines that never end. 

OUR LOG: 

Nearly 300 WCAU Radio and CBS News broadcasts 
weekly, including news on every hour • CBS Radio 
NetALERT around the clock • WCAU NEWS CON- 
FERENCE at 12:15 PM daily with listener phone 
participation • Two hours of news, sports, and 
commentary nightly at 5 on EVENING EDITION 

• Two WCAU Radio-Atlantic Refining GO PATROL 
helicopter teams with a minimum of 18 daily traffic 
and road condition reports • Two weather services 
providing special long-range and local forecasts 

• WCAU Radio editorials on matters of community 
importance 



TOTAL NEWS COVERAGE ... one of the major 
reasons why WCAU Radio is the information and 
entertainment center in Philadelphia 




